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PREFACE 


Marketing is a premium subject of focus in the modern times, more so in 
the world where the consumers are heavily influenced by the way they are 
introduced the products or the services. The marketing of a commodity takes 
place through several channels and ways, so that it can reach the consumers’ 
circles in very diverse ways. 


The customers today, do not need to be shown the content that is not worth 
their time. The useless content gets ignored easily by the customers and is of no 
use to the company as well. The marketers, here, use the concept of marketing 
automation and try to optimize the marketing campaigns for the commodity in 
question or focus. This book talks about the concept of marketing automation, 
its implementation and the other aspects that may relate to the subject. It opens 
to the readers by introducing the topic of marketing automation to them. It 
explains the different characteristics of modern marketing techniques and also 
explains the automated marketing platforms to the readers. The enlists the 
various steps that are involved in developing the automated marketing platforms 
to the readers. 


The book will inform the readers about the various tools that are used in the 
automated marketing on digital platforms. It enlists the modern tools that may 
be employed by the marketers to take their marketing to the best levels. It 
also proposes the tools that may be used by the small businesses to market 
themselves. It also talks about the processes to generate leads and nurture them 
to focus on commodities. 


The strategies hold a great significance in the field of marketing. The book 
focuses on the strategies that need to be made to automate the marketing process 
to bring maximum benefits to the company. It talks about the steps that need to 
be followed in the process of crawling. 


It also talks about the strategies that need to be employed to choose the right 
marketing software for automation. The book even discusses the ways in which 
the marketing campaign needs to start to provide best benefits. 


The book also points towards the significance of content in the marketing of a 
commodity. It shows the advantages that may be had by authoring the content 
in a proper way and the ways in which the content may use to automate the 


marketing process. The book also emphasizes the importance of marketing 
automation in business development. 


It talks about the factors that may benefit a business in the long run. The book 
enlists various things that are accomplished through marketing automation and 
the importance of customer relationship management (CRM) in the business 
development of a company. 


The book describes the various reasons that point towards the adoption of 
marketing automation. It discusses the impacts of marketing automation on the 
B2B kind of marketing. The readers are even more informed about the ways 
marketing automation may impact a business. The book also enlists ways, in 
which the positive impacts of marketing automation maybe boosted to reap the 
benefits from the efforts, 


The book goes on to inform the readers about the main challenges that lie in 
the field of marketing automation. It discusses about the usage of automated 
marketing as a normal email marketing kind of technique and its drawbacks. 
It also throws light on the importance of content in automated marketing and 
the challenges its shortage may pose. The book enlists ways in which the main 
challenges may be overcome to have effective marketing for the commodities. 


The book discusses the prospects of marketing automation in the future and 
the increased amount of complexity that creeps into the automated marketing. 
It lays down various predictions related to marketing automation. The book 
also discusses the various trends that will shape up the future of marketing 
automation around the globe. 
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INTRODUCTION OF 
MARKETING 
AUTOMATION 


LEARNING OBJECTIVES: 


After reading this chapter, you would be able to: 
The concept of marketing automation. 


Different tenets of advance marketing. 


Significant platforms of marketing 
automation. 


Fundamental steps of developing 
marketing automation. 


2 Marketing Automation 


1.1. MARKETING AUTOMATION 


The success of demand generation, email marketing, and lead 
management processes highly depends on the tactful strategies that are 
closely linked with the expectations and needs of buyers throughout 
the buying process. Today’s buyer is very rational and with a huge 
option of digital channels at their disposal, buyers these days use a 
plethora of resources and tools in order to make the most appropriate 
and correct purchasing decisions. 


This modern and advanced era of marketing is derived by 
customers who are self-educated, and people working in marketing 
must try to engage them so as to achieve targeted, relevant, and value- 
based customer experience. Marketers are working very hard to 
increase their knowledge and understanding of data and its immense 
advantages in delivering meaningful interactions. This opens the gate 
to the vast sources of information that can be used by marketers and 
they can apply that information in executing and achieving more 
productive and refined marketing strategies that is not possible in 
manual mode. Buyers these days do not want to settle for any less. 


Buyers deserve and demand interactions that are value based at 
every point of engagement. Other more critical and important factors 
are relevance and timing for the delivery of matter and engaging sales. 
With the advanced customers, it has become mandatory to custom 
curate the content and aligns it with the purchasing matrix in such 
a way that it depicts how the solution/service provided will help 
the target consumer in achieving their targets and overcoming their 
challenges. 


Consumers today do not want to be flooded with useless 
information and infinite product specifications. However, they are 
quite interested in discussing the informative talks that support their 
product search. To overcome all this, marketers are using the edge of 
marketing automation in order to target, refine, and optimize program 
initiatives that include automating communications and customized 
content. The marketing automation tech strengthens marketers in 
improving their knowledge base of buyer’s behavior and understands 
how to bring out the most of any campaign. 
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Marketing automation empowers the 
marketers with the ability to report, manage, and 
automate the mobile portions of a campaign and 
gain the expertise. Some of the foremost players 
in the market are aligning sales and marketing 
together that directly empowers the revenue 
figures and boosts the overall business growth. 


Improvement in the new technologies, 
universal access to the internet, continuous 
change in the market models and expansion 
of mobile gadgets are all brought together 
to highlight the requirement for integrated 
marketing automation systems for the execution 
of effective promotion campaigns. 


This exponentially widening band of 
possibilities was brought into lights around 
one decade ago by the US marketers. This led 
to more research and development of systems 
to better monitor the response and trend of 
e-mail receivers on the scale, which is larger 
as compared to the simple open rates or e-mail 
click-through. 


This is what gave rise to the marketing 
automation systems and its wide acceptance all 
over the globe. Marketing automation software 
keeps an eye on the behavior of e-mail receivers 
on a particular website. The collected data 
enables the marketers in identifying receiver’s 
need and highlighting the offers and elements 
of the organization that are of interest from the 
prospects’ point of view. 


Due to this crucial information only, it has 
been made possible to customize the marketing 
information according to the specific needs of 
any particular individual, and further enhance 
the impact of message by sending it at the right 


Purchasing refers 
to a business 

or organization 
attempting to 
acquiring goods 

or services to 
accomplish the goals 
of its enterprise. 
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Integrated Media is 
a specialized systems 
integrator and 
solutions provider 

in the Information 
Technology, Security, 
Automation and 
Audio Visuals fields. 


moment. According to a research, “A marketing 
message should attract attention and be easily 
memorable. 


It should also be bold and original and at 
the same time natural and rational. The most 
effective messages are clear, simple, and 
concise. The message should inform about 
product features and at the same time sound true 
and trustworthy. It should express confidence, 
respect the recipient and inspire positive 
sentiments. It mustn’t be aggressive. As a result, 
it is supposed to comply with moral and social 
norms of behavior, public opinion, and law.” 


In this era, internet is an important and 
crucial model in providing customer experience. 
Internet is the place where services and products 
are directly reviewed and purchased. As per a 
report, “Shopping decisions of as many as 90% 
of buyers are preceded by online research while 
70% of buyers track each successive stage of 
the sales process through dedicated software or 
e-mails. Clearly, the Internet is today the central 
battlefield where companies fight for profits. 
Researchers at Gartner predict that by 2020, 
up to 85% of customer contacts will have been 
happening without the need for face-to-face 
meetings.” Website of an organization is a key 
player in marking the brand personality and in 
escalating the experience among consumers, 
with the help of integrated media that uses 
a mixture of images, words, movement, and 
sound. The most important features that a 
website must have are: 


° It should be structured and have a 
user-friendly interface; 


e Information should be presented in 
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an accessible and comprehensive 
manner; 


e It should understand the customer’s 
nature and know their needs; 


° Material should be intuitive in 
place of depicting an institution’s 
organizational structure. 


Stating in the layman’s terms, the technology 
that permits organizations in streamlining their 
marketing processes. Completely automating 
their marketing strategies, efficiently organizing 
their marketing tasks and minutely evaluating 
their effectiveness is known as marketing 
automation technology. This all turns around 
in increased return on marketing investment 
(ROMI). 


1.2. TENETS OF MODERN MAR- 
KETING 


While handling the operational efficiencies of 
sales and marketing can seem intimidating as 
an ongoing endeavor, businesses of all sizes and 
business models are restoring their strategies 
by focusing on specific areas of optimization. 
Companies are proactively developing formal 
processes to improve their efficiency and 
involve in an expressive way by addressing core 
competencies of effective marketing (Figure 
1.1). 
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Data management is 
an administrative 
process that includes 
acquiring, validating, 
storing, protecting, 
and processing 
required data to ensure 
the accessibility, 
reliability, and 
timeliness of 

the data for its users. 


Targeting 


Engagement Conversion 


Marketing 
Technology 


Figure 1.1: Five major beliefs of modern marketing. 


1.2.1. Targeting 


Ensuring a proper foundation is the first and 
foremost task in making any sustainable 
structure. Imagine this foundation as a core 
database. With the lack of proper hygiene 
and data management in this database, the 
operations in marketing will deeply suffer as it 
is virtually not possible to efficiently refine and 
segment the business’ prospects. 


1.2.2. Engagement 


Productive and purposeful marketing is all about 
the satisfied customer. These days, no sales 
representatives or marketers can downgrade 
the communications to conversations that are 
centered to the company. In order to engage 
along with customers and prospects in a way 
that is meaningful, the strategies and tactics shall 
be developed and aligned in order to arrange 
all information across all digital channels. In 
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order to execute this strategy in an effective 
manner, a content marketing strategy shall be 
placed in action to impart proper educational 
engagements. 


1.2.3. Conversion 


Marketers are taking help of the latest 
technology that adapts to real-time actions of 
the buyers and provides them with complete 
profile information that tells about the research 
journey and timeline of buyers. The conversion 
rates for automated campaigns are very high and 
much more robust in terms of maintenance. By 
implementing automated campaigns, it becomes 
very handy to enhance loyal relationship, 
develop better buyer’s experience and keep a 
note of conversion data in an effective manner. 
If organizations become successful in decoding 
the type of conversation, it will get very easy for 
them to refine business initiatives across your 
organizational structure. 


1.2.4. Analytics 


As accountability for marketing investments 
rises, data analytics offers a helpful tracking 
resource to describe and measure. By applying 
systems for intelligence and_ reporting, 
organizations can better understand the effect 
that marketing, sales, and other efforts are 
having on overall business performance. This 
understanding helps in refining strategies and 
improves repeatable processes for success. 
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Marketing auto- 
mation is a type 

of software that 
allows companies 

to effectively 

target customers 
with automated 
marketing messages 
across channels 
including email, web- 
sites, social media 
and text messages to 
generate sales leads. 


1.2.5. Marketing Technology 


Companies of all demographics and scale are 
implementing tools to make their business 
processes more efficient and simpler. It is very 
necessary for a successful marketer to know 
the benefits of aligning sales force automation 
(SFA), marketing automation and customer 
relationship management (CRM) on the cloud. 
The organizations can further enhance the scope 
of capabilities with the help of applications in 
the cloud. This can be achieved by integrating 
it with other important technologies to bring 
together the maximum prospects, customer 
interactions and finally internal efficiency. 


The developments in the growing interest 
in marketing automation area sign those points 
towards the new scopes and possibilities 
establishing in marketing activities. The new 
potentials and activities are moving customers 
towards one to one communication contacts, 
approving of the role played by marketing 
department in increasing a company’s revenue. 
The process of bringing positive changes in 
behavior of customer communication starts with 
the chances taken in order to track behavior of 
customers on the client’s website and shooting 
them with the personalized message as a 
follow-up technique. Marketing automation 
tools permit marketers to track a customer’s 
passage to online purchase from the first visit 
to a company’s website to making a purchase 
(Figure 1.2). 
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Figure 1.2: Marketing technology is mainly used in 
the field of digital marketing. 


Source: https://pixabay.com/illustrations/presen- 
tation-marketing-technology-1311167/ 


The journey of the customer starts with a 
prospect clicking on an e-mail message, filling 
in a registration form, or responding to any other 
company-generated content, and ends with 
closing the deal. Marketing automation systems 
can track the whole process while data gathered 
is used to build a customer profile. Tracking the 
customer journey enables marketers to regulate 
the effectiveness of solutions used and select the 
best one. 


Marketing automation systems make it 
promising for marketers to send personalized, 
non-invasive messages at the right time. The 
other advantage of marketing automation is 
that it has replaced the conventional mass 
forwarding of messages and established one 
to one communication without hampering the 
effectiveness of marketing processes. Also, 
these solutions given by marketing automation 
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Email marketing is 
the act of sending a 
commercial message, 
typically to a group of 
people, using email. 
In its broadest sense, 
every email sent to a 
potential or current 
customer could be 
considered email 
marketing. 


can also be implemented in the sales department. 
The sales team will get a heads up with the 
information regarding a customer’s interests 
and needs before starting a direct pitch either on 
the phone to in person. Data given by marketing 
automation systems give time to salespeople to 
prepare themselves for a better communication 
with clients. 


1.3. MARKETING AUTOMATION 
PLATFORM (MAP) 


According to a report by Cummings in 2010, a 
research study was undertaken by Sales fusion 
and executed by Learn Marketing Automation. 
The scope of research included around 700 
Business to Business (B2B) marketers that 
varied from small to medium-size businesses 
(with less than 100 million dollars in revenue). 


The outcome of the study was that marketers 
who are using MAP and it’s supporting platforms 
have approximately three times more chances of 
having a good and fruitful communication with 
the sales team. There are a lot of reasons that 
indicate the likeliness of marketing automation 
among organizations, the most favorable is 
the ability of automation to nurture the leads 
generated. 


The main elements of a MAP: 


e Campaign management; 

e Progressive profiling and dynamic 
content; 

e Email marketing; 


e Lead management. 
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1.3.1. Campaign Management 


According to Kumar et al., 2012, “A campaign 
is a series of interconnected promotional efforts 
usually undertaken within a defined time frame, 
designed to capture customers’ interest, and 
thereby achieves precise marketing goals.” 


To successfully execute a campaign 

following steps must be followed: 

e Campaign Planning: This step 
includes the defining of campaign 
objectives, identifying the target 
groups, choosing the right 
communication medium/s, setting a 
campaign budget and designing the 
campaign. 

° Campaign Execution: This step 
includes creative execution, sending 
the personalized messages, locating 
a target group for the campaign and 
organizing a campaign. 

° Campaign Analysis: This step 
includes the analysis and evaluation 
of the results of campaign by keeping 
the original objectives of campaign in 
mind. 


° The Campaign Statistics: This step 
includes the count of total number 
of responses, the amount of business 
generated with the help of the 
campaign and more. 


° Campaign Reports: This step 
includes the report on campaign 
return on investment (ROI) analysis 
that helps organizations in evaluating 
the return of the investment, with the 
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help of the following calculation: 


ROI = (Gain from Investment — Cost of Invest- 
ment)/Cost of Investment 


The ROI helps organizations in calculating 
the profits of an organization that is a result of 
an investment of some resources. 


The profit and ROI are calculated in 
percentage. The formula to calculate profit or 
ROI depends on how an investor keeps track 
of profit, revenue, and expenditure. As per 
Technopedia, “campaign management system 
usually provides a user-friendly dashboard 
that allows business/marketing leaders to see 
vital data and to identify the key outcomes 
in various marketing efforts. For instance, a 
typical campaign management system splits out 
different screens and presentations for social 
media platforms like Facebook, Twitter, and 
others, showing at a glance how each one of 
these campaign parts is different” (Techopedia, 
2014). 


Many of the campaign management systems 
are concerned by the “tabulated ROI” in terms 
of marketing campaigns, which means. that 
marketing/ business leaders should be able to 
see the contribution of each part of a campaign 
that brings in the profit for the organization and 
whether the investment costs are recovered or 
not? (Figure 1.3) 
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Figure 1.3: Campaign: A deliberate group of politi- 
cal or business activities that are proposed to attain 
a specific goal. 


Source: http://www picpedia. org/highway-signs/c/ 
campaign.html 


Business leaders often say that marketing 
ROI is a bit ambiguous and abstract in nature, 
but with the implementation of marketing 
automation, marketers can highlight the minute 
details regarding the return and profits they are 
earning against their expenditure on marketing. 
These types of campaign management systems 
shall be “designed on top of an existing business 
IT architecture. 


The system, therefore, should be built to be 
compatible with legacy systems, including call 
centers, data warehouses, servers, and mainframe 
systems, or with any other part of a hardware 
or network design that streams data from one 
node or point to another. This can require 
some fairly advanced brainstorming around 
implementation and ongoing maintenance to 
make sure that systems are working correctly” 
(Techopedia, 2014). 


Brainstorming is 
the name given to 

a situation when a 
group of people meet 
to generate new ideas 
around a specific area 
of interest. 
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1.3.2. Progressive Profiling and Dynamic 
Content 


The Progressive profiling is using dynamic 
form fields on a website in order to continuously 
capture general and then the specific details of the 
visitors. The prospects or visitors fill out a small 
landing page with the general information so as 
to access the privileged content like webinar, 
white papers, or e-books on the website. 


After that, every time when the prospect 
visits the website for more content, another 
small questionnaire is filled out, with a different 
set of queries that helps in understanding the 
intent and nature of the visitor. This progressive 
profiling of prospects helps businesses in many 
fronts of lead management and lead generation. 
This profiling enables organizations in 
understanding the domino effect quickly — that 
is, one interaction that gives rise to many future 
interactions like: 


e Capture more information around a 
prospect every time he accesses new 
content. 

e Maintain high conversion by cutting 


down on the number of initial fields. 


e Keep a permanent updated database 
of prospects (instead of asking for 
new info, a business can verify and 
update older info). 


e Target the prospect with more specific 
campaigns that suit his needs. 


Progressive profiling enables organizations 
in drawing more relevant information related to 
their prospects by cleverly sharing the content. 
It also helps companies in accurate targeting 
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of the visitors and in maintaining an up to date 
database with the latest information. 


The companies should take the regular 
follow-ups in order to keep updated about the 
prospects. The organizations should also focus 
on the type of questions they are asking and 
at what stage, for example, they should ask 
relevant information gradually and should avoid 
too personal information in the starting phase. 
They should use objective type fields for very 
sensitive information. Dynamic offers are a 
sales technique signified by the metamorphosis 
of the standard offers, based on the study of 
information a company collected on its prospect, 
his interest, and past behavior. Marketers use 
dynamic offers to link their value proposition in 
the most persuasive way at every stage of lead 
lifecycle. Dynamic Offers are often found being 
referred to as “smart” or “adaptive” offers. 


The most important feature of dynamic offers 
is the relevance, and in order to keep up with the 
customer anticipations, a business needs to be 
able to collect and analyze data about them. Once 
it has all this information, it wants to emphasis 
on offer management with the goal to generate 
an experience which is customized for the client 
at every specific interaction irrespective of the 
marketing channel used. 


1.3.3. Email Marketing Platform 


The purpose of a platform for email marketing 
is to enable it to shoot emails, but there are some 
important points that it should contain in order 
to “deliver reliably to users’ inboxes (Figure 
1.4): 


Marketing chan- 
nel is the people, 
organizations, and 
activities necessary 
to transfer the 
ownership of goods 
from the point of 
production to the 
point of consumption. 
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Pre-schedule an email sends or 
instantly sends. 


Define which email list to send an 
email or newsletter to. 


Test sends an email prior to mass 
sending. 

Modify “from” and “sender” 
information. 

Modify subject line. 

Instantly add unsubscribe link. 

Serve html webpage version of the 
email. 

Log and remove — unsubscribed 
members from individual lists or all 
emails. 

Remove email addresses from the list 
after a number of undeliverable sends. 
Collect data other than email address 


Segment email sending lists and 
create different lists” (GAO, 2015, p. 


Figure 1.4: Email is one of the online channels on 
which marketing automation can be done. 
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Source: https://www flickr.com/photos/vinaya- 
ketx/46883274632 


1.3.4. Lead Management 


The development and evolution of the sales and 
marketing practices are altering the business 
processes with the addition of new technologies 
on one hand and creating the ways to define a 
customer as per the sales stage and marketing 
on the other. The contacts generated through 
a marketing campaign that has potential to be 
a customer is called a Lead. A lead expresses 
her interest in the offerings of the company and 
also inquiries about the services and products 
offered. 


Marketing personnel extensively use 
the term ‘Leads.’ The entire sales process 
of organizations can be easily optimized 
and can be tracked with the help of a Lead 
Management Software. On this basis, the lead 
management can be seen as a process to track 
and manage the potential customers. As per 
a report by Hub spot Marketing Automation 
experts, lead management is also known as 
contact management to customer acquisition 
management, which generally follows the 
below-mentioned processes: 


e Lead generation, meaning that the 
businesses generate consumer interest 
and inquiry into services or products 
through a range of marketing 
strategies. These often include 
advertisements, blog posts, white 
papers, events, social media, and PR 
campaigns. 
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Marketing pro- 
gram is a coordinated 
and well-designed 

set of activities to 
achieve market- 

ing objectives. 


e Customer inquiry and capturing 
happens when the prospects of 
marketing reply with interest and 
their data are recorded. This creates a 
sales lead. 


° Grading, filtering, distribution, and 
contact processed occur when leads 
are organized by the validity of the 
request, prioritized on the basis of 
likelihood of becoming a customer, 
released to sales representatives to be 
contacted. On the basis of the size of 
marketing program, a lot of work 
can go into stating how to accurately 
classify and organize individual leads. 


e Lead nurturing means that the leads 
are organized by uncontacted or 
contacted and scheduled for follow- 
up processes. They can be placed in 
follow-up campaigns or directly called 
by the company’s representatives. 


1.4. BEST STEPS TO DEVELOP 
MARKETING AUTOMATION 


1.4.1. Develop Personas 


Personas can be seen as a basis of customized 
and one to one communication. They are the 
imaginary representation of the target groups 
and helps in understanding what they like, who 
they are and most crucial is what they do not 
like. With the identification of an ideal online 
experience of personas, the organizations can 
easily develop the targeted content and roam 


Introduction of Marketing Automation 


around the dynamic digital landscape and 
can even cross the marketing goals. A lot of 
automated platforms allow organist ions to 
put in the even segregate lists according to the 
personas. 


1.4.2. Map the Customer Journey 


In the market, it is popularly with some other 
names like user, customer or buyer’s journey, the 
final aim is same, that is to clearly understand 
the countless interactions that customers or 
potential customers possess with the brand. One, 
when the customers ‘track has been mapped, the 
organization will be able to resolve the hurdles 
that customers face, irrespective of the point 
while interacting with the brand. 


1.4.3. Document Your Content Marketing 
Strategy 


A content marketing plan helps in founding 
a brand’s image and standard and helps in 
establishing an editorial direction for all the 
content like email, web, social channels, and 
blogs. It helps in resolving the prospect’s typical 
pain points, motivations, and challenges. It is 
very essential to document the content marketing 
strategy, even before going for the marketing 
automation (Figure 1.5). 
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How to create Content 
Marketing Strategy in 7 Steps 


Figure 1.5: Steps to create content marketing strat- 
egy. 


Source: https://www flickr.com/photos/pau- 
lapiccard/3 1392990907 


1.4.4. Keep It Simple 


With the journey map, personas, and strategies 
sorted up, one will have a strong baseline by 
which she can understand where, why, how, and 
when the customer is interacting with the brand, 
online. Now it’s time to get started with the first 
campaign. It is recommended to start simple. 
Many platforms let campaign workflows have 
infinite complexity, which is good when you 
become an advanced user. Right out of the gate, 
it is a great idea to section a small portion of 
your database and test a simple “top-of-mind” 
campaign. 

Send an email with a popular recent blog 
post, followed by a check-in email 5—7 days 
later. Assign points for click-through in the 
email and if the recipient interacts with both 
of your emails, set-up a trigger to alert a sales 
representative. As your skills advance, you 


Introduction of Marketing Automation 


could then move the engaged members of the 
original list into a new drip campaign. 


1.4.5. Nurture Before Attracting 


Right after the execution of the first campaign, 
there will be a strong urge to include new 
triggers and enhance the complexity of the 
work process. Along with the process of setting 
a new set of campaign, one should also remain 
attentive toward nurturing the existing database 
and the ones added recently. It is known that 
the final aim is to develop a customer base; a 
fully engaged existing database has many more 
advantages. 


1.4.6. Coordinate with Sales 


The other major advantage that a fully integrated 
MAP possess is the high level of transparency 
that directly helps the sales team in understanding 
the when, why, where, and how their customers 
are engaging with marketing. 

Further, to achieve the ultimate goal 
of completely aligned sales and marketing 
teams, it is very important to have proper 
communication with the sales team well before 
time. For an example, a monthly campaign meet 
should be sufficient in order to give a heads up 
to your team so that over communication can 
be avoided. Further, it is essential not to reset 
the communication with a client which is fully 
vetted and nurtured. 


Triggers are stored 
programs, which 
are automatically 
executed or fired 
when some events 
occur. 
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1.4.7. Be You, Be Human 


As it has been discussed before, marketing 
automation is not only about automated emails, it 
mimics like a marketer and promotes is effective 
scaling up of the communication. Along with the 
expanding scope, it is very important to make 
sure that communication between marketer and 
customer, irrespective of the size, should remain 
private. 


Follow up emails and thank you pages 
after the content download are two major fields 
where the communication quickly escalates 
to become impersonal. As a marketer, a lot of 
effort goes into developing the tailored content, 
the email designing so that it can drive traffic to 
the content, and the landing page, where content 
rests, but the after download time is always 
neglected by the marketers. 


1.4.8. Grow Your Lists (Organically) 


There is the most overlooked portion. To 
understand this, let’s take an example, the most 
effective campaigns come from lists that are 
created along the new subscriptions received on 
the blog, With the reports from marketing gurus, 
it is stated that data decay rate for B2B is 2.1% 
per month. This pushes the marketers toward 
buying new lists. 


This urge to buy new lists should be 
suppressed as much as possible because in 
place of a bought list you can end up buying a 
bot list. It must be taken into note that MAPs 
also follow the same CAN-SPAM Act, which is 
followed by email marketers. The Federal Trade 
Commission (FTC) might also interfere in case 
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of violation of these rules leading to the cutoff 
in email capabilities or even extend a significant 
fine. 


1.4.9. Get Social 


As your campaigns develop in complexity and 
your content gets better at attracting new clients, 
it can be tempting to remain in the inbox. An 
e-mail remains one of the surest channels in the 
marketer’s toolbox, but increasingly, social is 
where new clients are won (Figure 1.6). 


Figure 1.6: Being socially connected to the custom- 
er develops the marketing automation. 


Source: — https://www.hanscom.af.mil/News/Arti- 
cle-Display/Article/1138559/afmc-promotes-so- 
cial-fitness-through-spring-wingman-day/ 


Utilize your platform’s social scheduling 
and listening tools to truly get to know your 
database and potential clients. The State of 
Inbound 2017 identifies social as a constant 
disruptor. Avoiding social will greatly diminish 
your reach and negatively impact campaign 
performance. 
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Marketing refers to 
activities undertaken 
by a company to 
promote the buying or 
selling of a product or 
service. 


1.4.10. Always Be Improving 


The attribution and reporting abilities of 
marketing automation technology help the 
marketing department in analyzing which part 
of campaign, content or email has successfully 
converted a prospect into a lead and a lead 
into a sales opportunity. This type of detailing 
assists in making marketing smarter by exactly 
highlighting what did work and what did not. 


As said in a report, “Companies that use 
marketing automation are 3 times more likely to 
be able to track and attribute content marketing 
efforts than those who don’t” The data obtained 
from marketing automation shall be used in 
improvising the continent marketing efforts and 
marketers should keep their sales team happy, 
informed, and busy due to the strong pipelines 
of potential candidates. 
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REVIEW QUESTIONS 
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De 
3. 
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10. 


Define Marketing Automation technology in detail. 
What are the major tenets of modern marketing? 
What do you understand by the term “marketing technology”? 


Write a short note on marketing automation platform. What 
are the main elements of marketing automation platform? 


Discuss the progressive profiling and dynamic content in brief. 


What are some of the best steps to develop marketing 
automation platform? 


Illustrate the steps required for the execution of a campaign. 
Define ROI and give its formula also. 


Why Email marketing platform is considered to be significant 
in marketing automation platform? 


Why it is necessary to document the content marketing 
strategy? 
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CHAPTER 


9 TOOLS FOR 
MARKETING 
AUTOMATION 


ET LEARNING OBJECTIVES: 

e Advertisements After reading this chapter, you would be able to: 
e Automation Effective tools for marketing 

e Business automation. 

e Lead nurturing Marketing tools for small businesses. 
e Marketing Marketing automation and digital 

* Social media communication. 


e  Statsbot 
e Tools 
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2.1. INTRODUCTION 


Today, people have become addicted to mobiles and smartphones, 
knowingly or unknowingly they are spending more time being online 
as compared to watching TV or reading magazines. It would not be 
wrong to say that the modern consumer is mobile-loving, web-savvy. 
Such variations in behavior are essentially altering the aspect of 
marketing — and in manners which are setting off the union of mass 
marketing and direct marketing (Figure 2.1). 


Figure 2.1: At present, people spend a lot of time in using their mobile 
phones. 


Source: https://yhep1245.wordpress.com/ 


For instance, suppose there is a direct marketing expert 
accomplishing mobile marketing strategies and targeted email 
campaigns, he has possibly hit up contrary to mass-marketing 
promotions. Why? Because like him, mass marketers are spending 
more on online advertisements as compared to earlier times — at the 
cost of print ads as well as TV commercials. Why are both edges of 
the marketing system approaching towards each other in the cyber 
world? The reason is: expectations and consumer behaviors have 
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drastically altered in current times — and in 
manners that haze the streaks among mass and 
direct marketing. 


Marketing computerization devices lessen 
the total of physical procedures which need 
to be accepted in the marketing division. 
Previously everyday jobs which consumed 
up a huge amount of effort and time, now can 
be performed a way more swiftly and simply, 
relieving the marketing personnel to perform 
other important tasks. It implies that when they 
invest in an automation tool, marketing teams 
get more than what they have spent. 


Irrespective of the facet of the ‘marketing 
house’ you are working for, if you need to 
stretch out to consumers in today’s world, you 
have to make sure to encounter them at the 
place they are willing to play — on the internet, 
over social media sites, and on their mobile 
devices. Simultaneously, you are required to 
invent methods to tailor offers, personalize 
messages and involve clients in collaborative 
conversations which drive loyalty as well as 
build trust. 


It necessitates refined marketing automated 
techniques which optimize interactions across 
channels, leverage customer intelligence, and 
respond to as well as monitor deviations in 
consumer activities. For instance, suppose that 
you are selling outdoor gear as a direct marketer 
and your target are busy professionals who have 
a liking for fishing. Possibly you would have 
a website online, where such people can meet 
their shopping requirements in their after-hours. 


In an ideal world, you will have to trail 
every consumer’s virtual footprints over your 


Direct 

marketing is 

an advertising 
strategy that relies 
on the individual 
distribution of 

a sales pitch to 
potential customers. 
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e-commerce site; pool this info by transaction 
data of point-of-sale, demographic data as well 
as loyalty card data; analyze all this in physical 
time; and produce logically determined, direct 
email offers with special pricing for every 
consumer. In the chorus, you would perhaps 
require to position banner advertisements on 
web portals such as outdoorgears.com (where 
mass marketers would possibly be placing ads), 
create a blog post on the topic fishing, engross 
in consumer dialogues on your business’s 
Facebook fan page, and establish a Get 
Satisfaction website where consumers would 
talk over the ways to practice and improve the 
products. 


Over such social media connections, you 
can engage in one-to-many, public dialogues 
with your maximum passionate consumers and 
aid them to turn out to be more active supporters 
of your trade. Following such pathway, one can 
(by default) fade away the streaks among mass 
and direct marketing. 


These couple of things, when attained in an 
appropriate manner, could aid to improve the 
consumer engagement, convey your superior 
leads and thus better sales, and support you to 
launch your trade as profitable and strong for 
the upcoming digital era. The sphere is evolving 
into digital and instant world than ever before, 
opening today the ideal opportunities to begin 
viewing at digital communications as well as 
marketing automation for your trade. 
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2.2. FIVE TOOLS TO TAKE YOUR 
MARKETING AUTOMATION TO 
THE NEXT LEVEL 


Automation benefits businesses scale faster, save 
time and decrease the loss instigated by human 
fault in their consumer attainment channels. 
Around 84% of companies that spend in 
marketing automation are getting consequences 
which they categorize as positive. 


Owing to automation now companies have 
become able to quickly remove unproductive 
back and forth and dull errands which consumed 
a lot of their valuable time. In the era of SaaS 
(software as a service) power, it is debatable 
at ease than ever before to simplify numerous 
particular features of marketing processes, 
comprising, however barely restricted to: 

e Email Marketing: Comprising 

transactional reminders, upsells, and 
outreach. 


e Social Media: Particularly when it 
arises to curating third-party data and 
allocating timeless trademark data. 


e Lead Generation and Support: 
Permitting companies to make 
the most relevance of message by 
personalizing push email messages 
and segment-specific list of leads. 


° Advertisements and Sales 
Performance: Personalizing 
deals for particular spectator 
members and connecting with them 
correspondingly. 

Though numerous salespersons comprehend 

the necessity to place certain of their procedures 
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Automation is 
the technology by 
which a process 
or procedure is 
performed with 
minimal human 
assistance. 


on auto-pilot, the reality continues that 
automation in and of itself is most of the time 
misinterpreted. When you listen to the word 
‘automation’ and think that all you requisite to 
ensure is set a wonder app free, and you will be 
sitting laid back and observe proceeds going up. 
Such impractical anticipations inescapably end 
in displeasure. 


It is wrong to consider automation as mere 
flicking a button and moving away. Automation 
is needed to be chased, tested with and optimized 
over the period of time. 


Just like any other thing in the domain of 
marketing, automation attempts too need to be 
sustained through a solid plan. For instance, 
it is not possible to automate everything, nor 
you can anticipate happening everything in a 
matter of one night. The solutions to, in effect 
automation comprise a steady and slow attitude 
and implementing a strong consideration to 
aspect beforehand plunging into it. 


It’s time to know about the five powerful yet 
simple tools to aid salespersons comfort in the 
domain of automation. Any business which is 
looking forward to raise their number of leads, 
connect to their spectators and ensure so in a 
much better effective way, these five tools can 
be of great help. 


2.2.1. Optimize Cold Outreach to Looka- 
like Prospects with Growbots 


For many marketers, lead generation and 
automated prospecting is the Holy Grail. Think 
through the total expanse of the period, it grosses 
to entice and capture leads, design exclusive 
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tones and drive follow-ups. Among such errands 
and possibly everyday hours of CRM (customer 
relationship management) updates, generating 
the lead is possibly the finest contender for 
jobs commendable of passing over to the robot 
overlords (Figure 2.2). 


Cine 


Figure 2.2: Customer relationship management 
(CRM). 


Source: https:/commons.wikimedia.org/wiki/ 
File:CRM2.0.png 


The issue? Several salespersons associate the 
idea of lead-gen and automated email with spam. 
Yet again, it is a general fallacy. With optimized 
automation, salespersons can really place jobs 
as like email outreach on autopilot though at the 
same time directing more personalized emails. 


Growbots removes the back and forth 
features of outbound deals, assessed by the 
business to drain off about 120 hours per month 
of the business. The stage claims a bounce rate 
that is below 10%, since as soon as you provide 
it the current record of leads, it will usage 
programmed knowledge to mine a database 
of more than two hundred million decision 
makers to discover look-a-likes and direct 
them optimized tones, as well. It confirms that 
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Database is an 
organized collection 
of data, generally 
stored and accessed 
electronically from a 
computer system. 


marketers only have on call interactions with 
appropriate persons. 


Marketers could comprehend accurately 
what’s good and what’s not, armed with a 
detailed analytics summary of each campaign. 
They can now fine-tune their posts till they 
function as well-oiled machinery. For instance, 
drives with high rate clicks as well as opens 
could efficiently be ‘cloned’ for forthcoming 
practice. 


Over a period of time, the salesperson can 
comprehend by the numbers that outreach 
templates are propelling the finest presentation 
and move them out repeatedly. 


2.2.2. Bring Your Marketing Action into 
Line with Strategic Aims with Statsbot 


The central objective of whichever marketing 
automation tool must be to turn the enterprise 
more competent. But efficiency can be hard 
to come by, when there are a large number of 
moving pieces to your marketing activity. Aimed 
at sales person managing the whole thing from 
e-book production to influence outreach to video 
ideation to lead nurturing to content creation, it 
is difficult to keep track most important metrics 
of your team as your to-do list piles up. 


The salesperson has an easy pick: continue 
through your utmost significant jobs founded on 
real numbers or let them tumble to the wayside. 
And to receive automated alerts are perhaps the 
finest method to trail whatever matters the most. 


Adhering to your planned primacies should 
not be a guesstimating game. This is the reason 
that Statsbot has evolved as a keen way out for 
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companies, observing to seem sensible of their 
content and check out their utmost significant 
metrics. 


Statsbot join in with networks like Salesforce, 
Google Analytics, and Mix panel to guarantee 
that your company is moving from Point X to 
Point Y founded on the objectives you have 
fixed. The networks track metrics connecting to 
web traffic, funnel performance, and proceeds 
sales together with your development forecasts, 
giving rise to a visibly perfect depiction of your 
marketing effect in real time. 


Furthermore, alerts through Statbot can 
inform you by email or Slack as soon as you have 
reached a landmark or there is an incongruity in 
your content. 


Founded on presentation content, Statsbot 
makes predictions and similarly makes you be 
acquainted with when you are not following 
the right track. Over Statsbot’s systematic 
reportage, you could view at a glimpse if you 
are on target or not, assisting by answerability 
and put off hardly any questions adjoining the 
value you steer. 


2.2.3. Scale Your Social Presence with 
Narrow 


Achieving a constructive ROI for the time that 
you have spent on social media is easy to say; 
however, difficult to do. The main sting for 
salesperson concerning social media pinpoints to 
time management, that is the reason automating 
features of your social media occurrences 
should be a stuff of ‘when’—not ‘if.’ Even then, 
the salesperson in recent world are expected to 
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Time manage- 
ment is the process 
of planning and 
controlling how 
much time to spend 
on specific activities. 


maintain remarkable social media attendances, 
treating their count of followers as a class of 
measuring yard of their power. 


A marketer’s follower count can be treated 
as the ideal ‘vanity metric,’ though it does not 
by itself explain anything about the scenario of 
audience engagement; however, it still does have 
the influence to amaze persons at a glimpse and 
consequently exposes opportunities. Physically 
mounting your Twitter following definitely has 
its rewards; however, in terms of time, there is a 
massive shortcoming. 


To aid salesperson hurry up the procedure 
of upgrading on appropriate Twitter followers, 
tools as like Narrow has risen to auto-engage 
with others, producing follows. 


As soon as the tool recognizes your potential 
followers, it begins to follow them and like 
their posts. Or we can say, your enterprise can 
increase its Twitter following with as minimal of 
an effort as to lift a finger — provided if you have 
directed the right strategies for your business 
plan. Narrow records new follows by means 
of ‘conversions,’ and it shows conversion rates 
related to each one of your keywords, so you 
can optimize correspondingly with the passage 
of time. Obtaining the finest persons to entice as 
spectators’ members helps to cut down on time 
expended hunting for new followers; it even 
aids to encourage more traction and traffic from 
social media. 


2.2.4. Streamline Onboarding and Lead 
Nurturing With ActiveTrail 


It is sure that automation is a prospective money- 
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spinner for enticing leads, then what ensues 
once they have arrived your funnel? With a huge 
attention on the generation of leads, oftentimes 
nurture drops to the sideway. 


Physical lead look after is just not ascendable, 
nor it is time efficient. There is the concern of 
human error too. Off-base messages and poorly 
timed responses might completely ruin your 
relations beforehand they embark the ground. 


When you entice leads, it is vital to convert 
them into genuine relations as opposed to 
unused sales openings. Obviously, constructing 
relations does not occur instantaneously. You 
can streamline and speed up the procedure, 
nevertheless. 


ActiveTrail confirms that lead looking after 
takes place round the clock. Over-optimized data 
drops prompted by their activities of audiences, 
salesperson be able to evade random as well as 
haphazard communiqué. Its outcomes in added 
number of comebacks and fewer chances for 
leads to drip out of your pipeline. 


The tool is also able to direct specifically 
tailor-made posts to leads grounded on 
identified engagement prompts such as visits to 
web pages and clicks on email links, dynamic 
coupon codes and dispatching emails, texts, etc. 
Such characteristics fit in flawlessly by your 
CRM over Zapier, letting you to synchronize 
engagement records, so you do not have to pull 
double-duty while maintaining trail of your 
leads. 


By, 
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Content market- 
ing is a form of mar- 
keting focused on 
creating, publishing, 
and distributing con- 
tent for a targeted 
audience online. 


2.2.5. Tap into the Power of Automated 
Ads with Revealbot 


In the last couple of years, steady growth of 
content marketing as a go-to approach have 
extended to a defining moment, through almost 
every single marketing expert broadcasting 
possessed media resources in an attempt to 
entice a spectator. Does it imply that salaried 
procurement has started to tumble as out-dated? 


Barely, if anything this implies that with 
the intention to move up over the chaos, i.e., 
everybody else’s data, current days well-turned- 
out salesperson must indorse content with 
advertisements on social media and search to 
maximize visibility. Nowadays, it is all about 
generating funded messaging funnels which 
operate in cooperation with organic networks 
holistically. According to Statista, last year 
expenditure on social media advertisement 
touched $15 billion in the USA only, despite 
the fact, Google’s worldwide advertisement 
proceeds to knock out $79 billion that signifies 
progress of 18% upon the preceding year. 


However, running campaigns could be a 
main distress, specified the competitive analysis, 
targeting research, ongoing fine-tuning, and 
experimenting with new features involved. 
While you ponder over the way granular and 
hyper-specific Facebook advertisements could 
be, salesperson are trapped in a situation of 
catch-22. Unquestionably, it is possible to drive 
extremely directed advertisements meant to 
acquire Page likes, capturing leads and driving 
traffic, nonetheless what about the legwork and 
time tangled with continually testing with and 
optimizing such operations? 
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2.3. MARKETING AUTOMATION 
TOOLS FOR SMALL BUSINESSES 


2.3.1. Infusionsoft 


Founded by Clate Mask and Brothers Eric and 
Scott Martineau, in the year 2001, Infusionsoft 
is a creation of a progression which commenced 
out as eNovaSys. These three noblemen had the 
vision of revolutionizing how the small-scale 
enterprises nurture over the usage of existing 
expertise, especially, marketing automation and 
sales. 


Currently, Infusionsoft is applied with 
more than fifteen thousand small enterprises. 
Infusionsoft is a cloud-based tool which 
allows you to trail and log all your day-to-day 
doings, along with centralizes every customer 
communication in one place. This characteristic 
capability of marketing via email, which is 
efficient to catch new leads, program follow up, 
and alter them into paying clients. 


This has a lead scoring characteristic that has 
the ability to recognize topmost leads that can be 
used to secure the sales sooner. Simultaneously, 
Infusionsoft has a custom division, which allows 
you to make lists founded on customer behavior 
over purchases, email clicks, email history, and 
demographics. Another characteristic is that 
Infusionsoft has e-commerce shopping carts 
which enable you to sell higher number of 
services and products online as well as gather 
payment in single, integrated method. 


To sum it up, Infusionsoft assurances that it 
will take care of all the time and effort that goes 
waste pursuing after dead ends in the domain 


Consumer behav- 
iour is the study of 
how individual cus- 
tomers, groups or 
organizations select, 
buy, use, and dispose 
ideas, goods, and 
services to sat- 

isfy their needs and 
wants. 
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of marketing automation. In its place, it will 
leave you with more time to build a sturdier 
base for relations over-systematizing jobs in the 
marketing and sales procedure. 


2.3.2. Spokal 


This tool is concrete evidence that low-priced 
does not always imply low quality. Spokal would 
deliver you with a provision chiefly concentrated 
on your Twitter handling, with a $19 per month 
entry point. It has two more product versions for 
$39 and $79 per month; these versions offer a 
starter and practical characteristics which are 
required for marketing automation. 


Spokal’s features concentrate on inward 
bound leads over content, social media, 
and marketing. Apart from these, its chief 
characteristic is Search Engine Optimization 
(SEO). This feature has been aimed to assist you 
in creating content as well as attracting leads 
over search marketing. 


Spokal’s marketing automation services are 
SEO-informed high-quality content formation, 
sharing on social media and scheduling, 
keyword research, lead scoring, and Twitter 
audience building, SEO, and social analytics. 


2.3.3. Marketo 


Silicon Valley veteran, Phil Fernandez in the 
year 2006, founded the software Marketo. 
Because of their constancy in unique sales and 
marketing strategy as well as product vision 
over the period of time since it was established, 
Marketo has today evolved as a frontrunner in 
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digital marketing technology. 


Marketo assurances to supply the necessities 
looked-for by each salesperson to thrive in the 
present era of engagement marketing. Marketo 
proposes easy and fast keys ideal for B2B 
marketing automation, for startups and small 
businesses. 


Market offers a broad variety of services 
such as: cross channel engagement comprising 
the web, email, direct mail, mobile events, 
and social media; directed promotions and 
lead scoring, lead nurturing, and progressive 
workflow automation; a centralized marketing 
schedule which includes promotion planning and 
implementation; integrated social marketing; 
and much more. 


2.3.4. ONTRAPORT 


The ONTRAPORT’s job is to ‘assist 
businesspersons in supplying their worth to the 
sphere by eliminating the load of technology.’ 
This goal is accomplished by letting businesses 
to achieve a comprehensive visualization of 
the consumer voyage. It is very well known 
that several small companies strive to achieve 
a better picture of the way their marketing 
exertions are paying off. 


ONTRAPORT is constructed to assist them 
understand the way consumers react to messages 
— through email, SMS, landing pages, and 
postcards- over data. This info, in sequence, can 
be applied to construct persuasive promotions in 
the platform. 


The goal of a brand is to grow with 
companies as they enlarge so they can get 
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real progress devoid of the strain of inventing 
other softwares. And its marketing analytics 
tool shoots specific portion of the development 
by displaying business holders the results 
of their past exertions and casting the way 
their upcoming efforts will turn out. Such 
understandings, pooled with ONTRAPORT’s 
Campaign Builder—that lets businesspersons to 
fix aims and center their automation on attaining 
such objectives—provide small businesses the 
prospect to customize. 


2.3.5. Delivra 


Delivra is a stage that is constructed on the 
awareness that automated email open rates 
are 95% more than regular email open rates. 
Bearing this in mind, the business efforts to 
maximize consumer engagement by posing 
aid with email drip and SMS campaigns; this 
likewise helps with direct mail and usages A/B 
testing and alarms as soon as an engagement or 
buying ‘tendencies’ have been identified. 


To assist business persons, conclude the 
success of their labors in the past, the brand 
provides weekly reports and customized 
engagement scoring; this event highlights the 
result of A/B tests. Delivra’s Image Editor and 
Drag & Drop Editor can impart a support to 
less than artistic businesspersons who want to 
scheme and set their messaging. 


And for small companies desiring to link their 
marketing labors straight to their e-commerce 
provisions, Delivra incorporates with numerous 
tools to empower small companies to section 
customers and re-engage them. 
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2.3.6. HubSpot 


HubSpot caters to inbound marketing in 
a comprehensive way, and it provides an 
unrestricted CRM which aids companies 
organize and trail consumers—as HubSpot utters, 
its CRM ‘automates the jobs, salespeople hate.’ 
The software trails communications inevitably, 
and it accumulates data on transactions on its own 
dashboard so the complete voyage is noticeable. 
Outside its CRM, the brand provides landing 
pages, blogging, lead management, email, web, 
analytics, SEO, social media, advertisements, 
and incorporation with Salesforce. 


The HubSpot dashboard allows groups to 
instantly categorize the deals won (or not) and 
uphold a pure outlook of their presentation in 
the direction of their aims. HubSpot’s CRM 
spontaneously trails consumer touch points 
through diverse networks and retains a timeline 
of all emails, calls, as well as encounters 
comprising particular consumers. 


The software even aids to generate 
personalized tracks to buying and collect 
content, presenting the way each marketing 
drive aided to sales (Figure 2.3). 


Figure 2.3: The new office of marketing soft- 
ware company HubSpot, Cambridge, Massa- 
chusetts. 


Lead manage- 
ment is the process 
of capturing leads, 
tracking their ac- 
tivities and behav- 
ior, and qualifying 
and engaging them 
until they are ready 
to be passed on to 
quota-carrying sales 
executives. 
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Trigger is a 
statement that a 
system executes 

automatically 
when there is any 
modification to the 
database. 


Source: https://officesnapshots.com/2017/01/10/ 
hubspot-offices-cambridge/ 


2.3.7. Autopilot 


Founders of Autopilot constructed the enterprise 
to make marketing automation software that is 
as straightforward and simple as working on a 
whiteboard; their technique of undertaking this 
was by generating a self-service dais proposing 
in-app messages, email, postcards, and SMS. 


The aim of the software is to trigger new 
relations and reawaken longstanding ones— 
Autopilot has established that twice as many 
leads are made by companies which retain 
communication every 2-4 weeks. By means 
of acquiring data from a small company’s app 
or website, the software can interconnect with 
other processes to promote personalization as 
well as fragment customers. Then it observes the 
enactment of every single voyage and provides 
visions as the way messages are transforming, 
hence businesspersons can fine-tune promptly. 


2.4. PRINT COMPANIES SEEING 
SUCCESS WITH MARKETING AU- 
TOMATION AND DIGITAL COM- 
MUNICATIONS 


With marketing automation and digital 
communications, many print enterprises have 
started to achieve success. For instance: Edwards 
provides its consumers landing page and email 
services, appointing in the authority of digital, 
together with influential trailing so they could 
minutely observe whether their campaigns are 
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performing nicely or not. 


KCI reassures its consumers to grip 
the deserving possibility of completely 
interconnected promotions. The enterprise’s 
marketing services comprise email marketing 
and personalized URLs, accessible in 
combination with old-style print and fulfillment 
services. Vision Integrated Graphics provides 
its consumers all the capabilities of automation 
through its prompted signals services, aiding 
their consumers to propel out the right messages 
at the right time to the right people. 


The domain of mailing and printing is 
altering quickly. For suppliers with plenty of 
enthusiasm and a willingness to learn for the 
forthcoming times, the mounting acceptance of 
digital communications, as well as marketing 
automation, signifies an opening for better 
remunerations and sturdier worth proposals. 


Through a completely trackable and 
integrated promotions, mailers, and printers can 
use digital communications as well as marketing 
automation to reinforce both that of their clients 
and their own business, constructing lifetime 
fidelity and growing their worth (Figure 2.4). 


Figure 2.4: Digital communication is an important 
aspect of marketing. 
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Lead nurtur- 

ing is the process 

of developing 
relationships with 
buyers at every stage 
of the sales funnel, 
and through every 
step of the buyers 
journey. 


Source: — https://commons.wikimedia.org/wiki/ 
File: Digital_Communications_Network.png 


2.5. LEAD SCORING AND LEAD 
NURTURING 


It is clear from the graph that one of the activities 
that organizations mostly use marketing 
automation is to lead nurturing. The ability 
to nurture leads is one of the main profits of 
marketing automation. It implies that you can 
form relations with prospective consumers who 
are not so far prepared for buying, but could be 
when provided more nurturing. ‘Nurturing can 
outcome in 50% additional sales hints at 33% 
lesser prices each lead.’ 


Lead nurturing have an outcome of 
emails being sent to consumers to inspire them 
to purchase. This procedure supports them 
develop in a situation of ‘sale ready.’ Mainly 
beneficial are behavioral trailing softwares 
which demonstrate organizations the particular 
web pages which prospective client’s serf. It 
could even specify the sorts of data in which 
prospective clients are interested in, so it can aid 
organizations to comprehend which strategies to 
use when marketing to consumers and finalizing 
the deal. 


Emails that could be directed to prospective 
clients grounded on the info that they have 
gone through so as to stimulate their concern. 
Since consumers discover this info to be 
extremely significant to them, they are more 
probable to buying. Through getting the info 
when consumers have clicked and browsed an 
organization’s site and especially the act that has 
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been undertaken, such info could be served to the 
sales team, which empowers salespeople to have 
more informed, better discussions with probable 
consumers. Lead scoring is likewise very useful 
in serving organizations to comprehend which 
leads they must emphasis on. 


The automatic procedure of lead scoring 
assistances to evaluate leads for their concern 
to the corporate. It aids to distinct truly honest 
probable consumers of concern from the ones 
that might have been executed research or 
survey and who are not actually involved in 
purchasing, for instance. The greatest fit leads 
— those with a great score — can be directed, 
and this emphasis set aside sales and marketing 
exertion that would else be used on improbable 
targets. 
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REVIEW QUESTIONS 


1 
De 
3. 
4 


oo ND 


Why the aspects of marketing are changing these days? 
What are marketing computerization devices? 
Define five tools of marketing automation. 


What do you mean by CRM (Customer Relationship 
Management)? 


Explain the following: 

a. Growbots; 

b.  Statbot. 

Describe the function of ActiveTrail. 

Ilustrate marketing automation tools for small businesses. 
Briefly explain the features of Marketo software. 


What is the relation between marketing automation and digital 
communication? 


What do you mean by the term “Lead Nurturing”? 
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CHAPTER 


3 STRATEGIES FOR 
MARKETING 
AUTOMATION 


KEYWORDS LEARNING OBJECTIVES: 

e Automation After reading this chapter, you would be able to: 
g pter, y 

e Business Strategies involved in marketing 

e Campaigns automation. 

e Creeping Necessary questions to be asked before 

e Marketing creating the strategy. 

e Performers Significant method to begin ‘Creeping’ 

e Sales process in marketing automation. 

e Strategies Impact of campaigns on marketing 

< Time automation. 


Hacking top performers present in the 
market. 
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3.1. INTRODUCTION 


Fundamentally, advertisers realize computerization is significant and 
intent to spend additional cash on it very soon... yet they do not have 
the foggiest idea of how to make a strategy around it (Figure 3.1). 


Figure 3.1: Computerization: To utilize a computer for a task which was 
earlier done by people or any other machine. 


Source: https://pixabay.com/images/search/computer/ 


On the off chance that this sounds recognizable, do not get 
nervous. Building up a computer system is not simple; however, it is 
advantageous. By asking yourself the correct queries about what you 
need to give previously and who you need to reach, amid, and after the 
basic leadership process, you can get a system set up that will give 
those costly robotization stages something to do and begin making a 
mark in your return on investment (ROI). 


Your advertising unquestionably will, in general, get positive 
outcomes while automating, it is not intended to supplant conventional 
advertising crusades or tools. It will not supplant your occasional 
messages, compose content for you, or intercede when you want a 
human touch from customer service or sales. 


Marketing automation truly sparkles when it is utilized to: 


Strategies for Marketing Automation 53 


e Convey messages to guests who visit 
websites, clients, or leads at vital 
points previously, amid, or after the 
buying procedure. 


e Give vital data to these same people. 


° Automate registration, subsequent 
follow-ups, or updates you may 
somehow or another need to assign to 
the sales team or client service. 


An overview by Liana Technologies 
demonstrated that most promoting experts 
perceive the top advantages of automation 
as precisely this: enhance message focusing, 
improving the encounter, and getting in leads 
which are increasingly qualified. 


So, promoting robotization is best utilized 
as an approach to convey the correct messages 
to the ideal individuals previously, amid, and 
after they have changed over into a client. Also, 
it is this thought you should remember while 
choosing what to robotize. 


There are some advertising errands that 
totally bode well to robotize. 


Most advertisers begin with basic pre-deals 
or post-deals messages. You have presumably 
got many of these messages like “get 20% off 
by purchasing now,” ‘something is left by you 
in your cart,’ or ‘write a review for our services 
and offer it to your companions.’ 


The rationale on these messages can be made 
rapidly. They can likewise be strangely fruitful 
with the correct timing, offer, and headlines. It 
is not a big surprise that they are so well known. 


In spite of the fact, you can likewise utilize 
email mechanization to increase the value of the 


Leadership is 

a process by which 

a person influences 
others to accomplish 
an objective 

and directs the 
organization in a way 
that makes it more 
cohesive and coher- 
ent. 
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Mechanization is the 
process of changing 
from working largely 
or exclusively by hand 
or with animals to 
doing that work with 
machinery. 


overall experience your clients have with your 
service or item, not simply to approach them for 
something. This may stop by method for sending 
updates, post-buy instruction, or basic messages 
for ‘happy birthday.’ A couple of instances of 
messages like these can demonstrate to you in 
a tad. After email, you should consider about 
automation for anything your business utilizes 
to collaborate with clients in an exceedingly 
repeatable way. For your business, that may 
be direct mail coupons sent after somebody 
purchases a particular item they are probably 
going to need once more. Or then again, perhaps 
it is a mechanized phone call reminding them to 
vote in favor of your contestant in a forthcoming 
election. Possibly it is further developed scores 
of leads, and passing that data to an individual 
from the business group so they can follow-up. 

Then again, if it is not unsurprising—like 
an individual—or repeatable—like connections 
with people—do not mechanize it. For instance: 
on the off chance that you produce mobile phone 
adornments and utilize your twitter account for 
client administration, an automated reply to 
each mention of ‘a debt of gratitude is in order 
for your tweet, we will answer soon!’ would 
work up till the minute somebody asserts their 
gadget burst into flames. 


When you are making your plan of action, 
you should consider automating contact focuses 
with your clients that will, above all else, 
increment the esteem you give as a business. 
Indeed, mechanization ought to likewise 
spare your time (and it will), however, do not 
computerize anything given the fact it consumes 
time. 
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‘Interesting points to consider while 
executing a promoting mechanization 
framework.’ It is an expression you hear in 
various circles for an assortment of reasons. It 
bodes well that you need to begin off on the 
slowest speed to develop and construct certainty. 


When you begin executing an advertising 
automation framework, on the off chance 
that you do not restrict the degree, it will be 
more terrible than a Golden Retriever in a 
room loaded with squirrels. So, rearrange by 
restricting the extension and first focusing on 
the instant needs. At that point, extend outward 
as your comprehension of your procedures and 
the product develops. 


No questions about it, promoting 
computerization is an incredible stage for 
a business of any size to use. Advertising, 
Automation can be utilized as a pipeline to 
drive deals or to assemble brand mindfulness. 
An ongoing overview found that organizations 
utilizing advertising mechanization expanded 
‘Qualified Leads’ up to 451%. Be that as it may, 
the overlooked details are the main problem. In 
what manner or capacity? Whenever executed 
gravely or without strong plan of action, it can 
sink your business. 


3.1.1. Questions to Ask Before Developing 
Your Own Strategy 


There is a great deal of instances of advertising 
automation; however, not every one of them 
will perform for you. 


In the event that your involvement with mecha- 
nization is constrained, it is ideal to build up a 
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methodology that begins little and fills an in- 
stant gap—like post-purchase emails or cart sur- 
render. Or post-buy messages. 

In case you are a progressively experienced 
client endeavoring to make a far-reaching, 
widely inclusive technique over numerous 
channels, consider how you can all the more 
likely help your clients and inner groups. 


You can ask yourself four key queries 
immediately to choose what and how much you 
need to automate. These are: 


How Might I Assist My Team and Clients? 


This may be by guiding clients to instructive 
material after they have made a buy or checking 
in with them after they have had an item for a 
brief period. This may likewise include sending 
suggestions to patients or subsequent follow- 
ups to leads, so your sales rep or support team 
help group are not overpowered. 


How Might I Better Enhance My Business 
Channel? 


It is right to say that you are gathering messages 
from your blog, yet nothing has been done with 
them? Not following up in spite of the clients 
select in four texts? These are the opportunities 
you have to bounce on—and mechanize. 


What I Do Not Need to Automate? 


Any channels where you may discuss legitimately 
with clients ought to be maneuvered carefully. 
Proceed with caution with those Facebook 
chatbots and Twitter auto-DMs, people. 
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How Am I Going to Follow All This? 


Some portion of this will include the platforms 
you have decided for robotization; however, 
you likewise need to assess the outcomes 
yourself. Choose what you need to see (explicit 
pages, items, leads,...) and what establishes 
achievement. 


3.2. THE MOST EFFECTIVE METH- 
OD TO START “CREEPING” IN 
MARKETING AUTOMATION 


3.2.1. First, Define What Your Company 
“Needs” and “Wants” 


e You may need extravagant dashboards 
and PPC reconciliation, however, 
what do you want at this moment? 


e How enormous is your list of contacts? 
e How enormous is your business 
group? 


In the event that you have various salesmen, 
you should have lead nurturing and lead scoring. 
Why? In the computerized age, organizations 
should be able to certainly evaluate when 
a prospect is prepared to talk or on the off 
chance that they are simply kicking the tires. 
It is evaluated that 70% or a greater amount 
of all Business to Business prospects possibly 
call when they are prepared to purchase. Lead 
Scoring will bring down the measure of time 
your business, group spends on considering 
prospects that are not prepared to purchase. 


Note that a few organizations charge you by 
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the measure of your database, others buy in a 
month, and you send messages to what number 
of unique contacts. You need a framework that 
enables you to scale your advertising endeavors 
and fit inside your business’ income necessities 
and control costs against what you utilize. You 
do not get punished for having a vast irrelevant 
mailing list and an unused mailing list (Figure 
3.2). 


Figure 3.2: A company must know about its needs 
or desires. 


Source: http://www.meridianproperties.ae/ 
home/ 


When conversing with a business rep about 
advertising robotization you ought to pose 
inquiries, for example: 

e How is the month to month 

membership cost decided? 

e Does XYZ include additional cost? 

e What assistance am I getting at that 


cost? 
° What is execution cost? 
° With the service what number of 


clients will I get? 
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e Will the advertising robotization 
framework work with my current 
customer relationship management 
(CRM)? 

Note: Some stages have turned out to be 

selective to one CRM in light of the fact that that 
MAS was purchased by the CRM organization. 


3.2.2. Characterize What Achievement 
Resembles for Your Organization 


Have you done an ongoing advertising review? 
Do you know what number of leads you are 
making in seven days? What is the attrition 
rate of those leads? You have to recognize what 
your key performance indicators (KPIs) look 
like before you begin. You will probably end up 
including or changing a portion of your KPIs once 
you begin your advertising computerization as 
you will have a more prominent consciousness 
of your advertising channel. 


3.2.3. Generate an Execution Plan 


Numerous organizations go into utilizing 
promoting mechanization supposing it will turn 
on and leads will simply show up out of nowhere. 
Remember that “trusting” for something to occur 
and making an arrangement to guarantee you 
are settling on intelligent choices in an unsure 
domain are two unique things completed. 


3.2.4. Planning Time 


Try not to trick yourself into trusting that 
executing advertising mechanization will just 


Customer rela- 
tionship manage- 
ment (CRM) is an 
approach to man- 
age a companys 
interaction with 
current and 
potential custom- 
ers. 
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Planning is the 
process of thinking 
about the activities 
required to achieve 

a desired goal. 


take a day. Indeed, you can make a webpage and 
fitting in your tracking code to your very own 
site rapidly. Fruitful execution takes cautious 
preparation ahead of time. Here is a case of what 
happens when an organization does not plan 
well (Figure 3.3). 


Figure 3.3: Planning and execution must be done 
on time. 


Source: https://www.maxpixel.net/Year- 
Schedule-Time-Planning-Calendar-Office- 
Date-1859369 


For organizations which are small, 
execution, and planning require various hours a 
couple of times through the span of seven days 
to complete everything. This will not allow any 
other priorities to drop and will keep everything 
composed. A bigger firm will need to investigate 
this exertion and ensure all frameworks are 
associated and accounted for. It won’t require 
a strong eight hours per day, each working 
day for a month of working exclusively on the 
framework. In any case, it will require some 
investment and you have to represent that in 
your planning. 
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Note: If you as of now have an advertising 
mechanization framework bringing over 
contents and contacts will likewise require extra 
exertion. 


3.2.5. Document Your Current Marketing 
& Sales Processes/Touch Points 


You can’t robotize what you do not know 
exists or comprehend. The documentation does 
not need to be amazingly definite. What is 
required is a straightforward procedure stream 


demonstrating: 

e Occasions that trigger messages to be 
sent to possible candidates; 

e Telephone calls made by the business 
group to possible candidates; 

e Assignments that are expected to 
make deal close; 

e Content or different items required; 

E Group Assignment. 

Pause for a minute to consider: 

e What does your advertising group 
look like? 


e What other real tasks would you say 
you are taking a shot at right now? 


° Would you be able to commit a 
colleague (various colleagues for 
bigger promoting mechanization 
frameworks)? 


e If not, would you be able to bear to 
employ an advisor to come in and 
assemble your mailing records, 
scoring tables, sustain crusades, and 
ensure every one of the associations 
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are appropriately settled? 


Require key members of the team 
need to undergo the training and get 
certified 


On the off chance that it is offered, 
get the majority of your key sales and 
advertising colleagues to undergo the 
training. 

Knowing how your promoting 
mechanization framework functions 
is an immense preferred standpoint of 
your group. 

Preparing will give a significant 
ROI later on when the framework is 
running accurately. 


3.2.5.1. Pick Advertising Mechanization 
Programming 


Having thought about the cost, the 
following inquiry is: when choosing 
a platform or software what should 
you be looking for that will aid you in 
marketing? 


Regardless of the span of your 
business, realize that you are being 
immersed by information from 
various computerized promoting 
channels, or so it appears. 


When you are faced with this test, 
what is the exit plan? How would you 
explore this information over-burden 
— and still accomplish outcomes? 
These inquiries in this area will be 
addressed. 


It is constantly suggested that 
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you comprehend why you want a 
mechanization software or platform 
programming in any case. Try not 
to pick one depending on what you 
heard, or the advantages you presume 
that you will get. 


You truly need to note down the 
benchmark. In this way, you can tell 
whether they coordinate with your 
goals. 


Trust me, picking a product that is a 
precise match is not a clear procedure. 
It is more difficult than one might 
expect. 


Intermittently, the benchmark and 
particulars you called attention to at 
first will consistently develop, as your 
organization develops. Taking all 
things together, it is a decent advance 
to begin basic and simple — and 
comfort yourself with the advantages 
and disadvantages of every product. 


There are more than 50 set up marketing 
automation platforms (MAPs), with 
costs running from $50 — $15,000 per 
year. These suppliers are not quite the 
same as others as a result of the special 
advantages they offer. 


Startlingly, this makes it much 
increasingly hard to pick the correct 
device that will meet your business’ 
advertising needs. 


Without much to do, here is a 
once-over of the benchmark that 
you should put in the center while 
assessing the choices. 


Benchmark- 

ing is the practice 
of comparing 
business processes 
and performance 
metrics to industry 
bests and best 
practices from 
other companies. 
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Personalization: It is the soul of 

your email advertising efforts. It 

works. A few studies have assessed 
that personalization helps email open 
rates by 26%, and navigate rates by 

97%. 

° Since advertising robotiza- 
tion arrangements are driven 
by messages and correspon- 
dence, you have to choose 
one that energizes person- 
alization. It is never again 
about making content, yet 
maximizing a one of a kind 
setting. 

° Your capacity to customize 
the client’s experience will 
decide how far you go in 
structuring commitment and 
producing predictable deals. 

Capacities: Choose a robotization 
programming that enables you to do 
what you like to do. That is a sizable 
chunk; however, it is significant. 
There ought to be an expansive ar- 
rangement of instruments: instru- 
ments that can bolster one errand 
versus various undertakings in the 
meantime. When taking a look at ca- 
pacities, look past the nuts and bolts 
like email and points of arrival. 

° Consider a supplier that will 
empower you to incorporate 
deals, ROI reporting and ana- 
lytics, multi-channel crusade 
execution, and examination, 
and substantially more. 
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Coordination: The decision of 
supplier that you make ought to ef- 
fectively incorporate with non-pro- 
moting innovation you utilize, for 
example, your client relationship 
management instrument. All the 
more significantly, this reconcilia- 
tion must be easy to use, to such an 
extent that you are ready to utilize 
their capacities inside the platform. 

Announcing and Analytics: Effec- 

tive advertising is the one that you 

can measure, track, and access re- 
sults continuously. 

° When choosing a MAP, go 
for one that gives rich bits 
of knowledge into what is 
working and what you should 
dump. It ought to have the 
capacity to close the circle 
and give you the adaptabil- 
ity to improve for execution. 

Absolute Cost: Do not simply take 

a gander at the underlying expense, 

but instead include every one of 

the costs that you need to make on 

a specific programming. Factor the 

circuitous and opportunity costs, just 

as the anticipated expense of leads, 
accepting you add a large number of 
new prompts for your database. 

Insight: The reality of the situa- 

tion is, advertising mechanization is 

brought into the world with an essen- 
tial focus on email and its crusades. 

What’s more, all things considered, 

you have to consider the insight an- 


Adaptability is 
to be understood 
here as the ability 
of a system (e.g. a 
computer system) 
to adapt itself 
efficiently and 
fast to changed 
circumstances. 
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gle too, when settling on a decision. 


3.3. STARTING WITH THE CAM- 
PAIGN WITH MARKETING AUTO- 
MATION 


The most recent research from the Smart Insights 
— GetResponse Email Marketing and Marketing 
Excellence explore 2017 demonstrates that 
numerous organizations are not yet taking 
advantage of promoting mechanization. The 
greater part (54%) appraised their utilization 
of advertising computerization as restricted, 
including around 20% who were not utilizing 
everything. On the off chance that this portrays 
you, at that point, the ‘shot’ part may end up 
meaning ‘one in million shot.’ In an age where 
PPC and SEO let you achieve an intended interest 
group effectively searching for organizations 
like yours, obtuse messages are quickly turning 
into a relic of times gone by or ought to be. 


Most organizations as of now have each 
of the ingredients — a CRM brimming with 
customer information, an email stage, and an 
approaching wellspring of leads gives you all 
that you need. A beginning can appear to be 
overwhelming; however, by beginning off with 
a couple of fundamental plans, you can develop 
a full-fledged robotized technique in a matter of 
seconds. 


3.3.1. Dynamic Content 


Most organizations have an abundance of data 
about their business to business customers in 
their CRM or email database. Dynamic email 
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content is an extraordinary method to put this 
learning to great use by conveying separated 
substance which mirrors the history and conduct 
of your clients. It is conceivable to do this sort 
of division physically if it’s all the same to you 
working over a hot spreadsheet for some time, 
however, most email systems and CRM can be 
incorporated to do the diligent work for you. 


Begin off with something basic —ifadvancing 
a white paper, you could shift your invitation to 
act contingent upon whether your contact is a 
Finance Director or a Technical Director, for 
instance. An email with particular offers could 
utilize the buy history in your CRM to advance 
discounts on comparable items — another 
incredible method to keep things significant for 
your gathering of people (Figure 3.4). 


A 


Figure 3.4: E-mail can be used to send commercial 
information to the customers in marketing automa- 
tion. 


Source: https://pxhere.com/en/photo/1446999 


This sort of division can prompt snap rates 
being 62% higher, and that is simply by using 
data in your email database. 


In the event that your email platform can 
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incorporate with a web investigation platform 
to incorporate current perusing history on your 
webpage, so much the better. It is likewise 
simpler to provide details regarding single, 
powerful crusades as opposed to various 
campaign divisions. Anyway, you go about it, 
dynamic substance is an extraordinary method 
to convey content that your group of onlookers 
needs to see. 


3.3.2. Drip Campaigns 


A progression of convenient messages to your 
gathering of people can be amazingly viable, 
particularly for acquainting new customers with 
your business. Some contextual investigations 
have appeared 98% transformation rate for 
these sorts of ‘dribble’ crusades; directed 
correspondences conveyed to your base at 
ordinary interims to warm up new leads, instruct 
customers, and welcome new clients. 


Drip crusades are anything but difficult to set 

up, yet overseeing them adequately is vital. For a 

beginning, check whether your email platforms 

bolsters activated programmed send- timing and 

a predictable encounter for every one of your 

contacts will be vital. It is likewise imperative 

oes to gauge commitment with your crusade and 
industrial and business 

processes using robots, t0 know when a contact is locked in enough to 

of various guises. approach legitimately. 


Robotization refer 


A dribble crusade is a robotization that 
makes a move depends on the client’s online 
conduct. 


For example, when a lead agrees to accept 
your messages, an appreciated message is sent to 
them. Imagine a scenario where they visit your 
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item’s business page. You send increasingly 
content about the item alongside limited time 
offers. 


Rather than shooting a solitary message to 
all your email supporters, for instance, which 
is extremely inadequate, you should customize 
your substance to every lead on the basis of their 
practices. Since Drip crusades are about what 
the clients need, it is a success win for your 
organization and the client being referred to. 


Messages sent through Drip crusades have 
about 80% higher open rates and 3X navigate 
rates than amessage that is impacted to everybody 
in the meantime. 79% of advertising qualified 
leads do not convert since they are not sustained 
utilizing dribbles. Besides, organizations that 
are extraordinary at dribble crusades produce 
80% more deals at 33% less cost. 


In the event that leads scoring is a component 
you can utilize to gauge and robotize this is the 
ideal time to do as such. Long crusades will 
likewise profit by an inclination focus — an 
option in contrast to a basic withdraw, which 
offers different choices to keep your group of 
onlookers included and permit further division. 


3.3.3. Nurture Campaigns 


Lead sustain is regularly outwardly delineated 
as a pipe, yet it’s actually progressively precise 
to consider it to be a watering can — it enables 
your gathering of people to stretch out and pick 
their very own adventure through your pre- 
arranged computerized crusades. Similarly, 
the dynamic substance will alter a static field 
based on your comma-separated values transfer 
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or an email database, a sustained crusade will 
fragment your group of onlooker’s dependents 
on their cooperation with your interchanges, 
consequently sending them in various ways 
depending on their interests. 


This dimension of computerization can 
create a larger number of leads at a far less cost 
than utilizing non-focused on static crusades. An 
extensive piece of this sparing can be ascribed 
to the time spared — a well-arranged support 
crusade can traverse weeks or even months, and 
once it is set up can just be left to run. 


From a business perspective, sustaining is 
an especially decent alternative for tepid leads — 
contacts who have drawn in with your crusade or 
site In a passing sense, however, are not exactly 
prepared to be drawn nearer with an immediate 
suggestion. 


To make your support crusades fruitful, 
ensure your email plans have a lot of suggestions 
to take action and connections — increasingly 
decision for your group of onlookers implies 
better focusing for you. Drawing an obvious 
conclusionregarding email and webanalytics can 
likewise give you a fundamental understanding 
into client ventures which can be contemplated 
in your crusades. 


3.3.4. Automate Team Collaborations in 
Real-Time 


One of the most serious issues that can 
happen in a working environment is a gap in 
correspondence. Indeed, even before you get 
clients; numerous divisions are unfit to get 
data crosswise over to different offices without 
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hitches. This issue could even be increasingly 
articulated when you have clients. 


In a Salesforce study of in excess of 
1400 corporate officials, representatives, and 
instructors, 86% of the members trusted that the 
absence of joint effort was in charge of work 
environment disappointments. Various divisions 
have various information about a specific client. 
Once in a while, the information accessible to 
the bookkeeping division could be critical to the 
advertising office. This gap in correspondence 
diminishes the nature of correspondence of 
every division with leads or clients (Figure 3.5). 


Figure 3.5: A joint effort is responsible for the suc- 
cess of any organization. 


Source: — https://www flickr.com/photos/lumax- 
art/2137737248 


Today, with the utilization of robotized 
advertising programming, you can make all the 
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Email advertis- 
ing is a type of 
marketing done 

via email whereby 
the recipient has 
consented to 
receive promotional 
messages from a 
brand. 


data about a client access to each division. This 
makes it simpler for each division and groups to 
communicate with the client. 


This gains data about each ground made 
of a lead accessible to all offices. Since any 
update about a lead is accessible, through the 
advertising mechanization programming, to 
every one of the divisions in the organization. 


3.3.5. Finding the Time to Save Time 


Possible customers are currently accountable for 
how you associate with them; internet-based life 
and the hunt is tied in with interfacing with your 
gathering of people when they are searching for 
you, not the different way out. 


With sufficient opportunity to spend 
dissecting your campaign results and web 
traffic and portioning your group of onlookers 
physically through CRM detailing and excel, 
it is conceivable to stay aware of the interest, 
however, with advertising computerization 
on the ascent, an ever-increasing number of 
advertisers are searching for a coordinated 
arrangement. For those making their first strides 
on the robotization way, it resembles figuring 
out how to cook; simply take it one formula at 
any given moment. 


In the event that there is one region where 
mechanization has had a genuinely original 
effect, it is the field of email advertising. 
A year ago, alone, in excess of 44% of email 
beneficiaries made in any event one buy, as a 
result of focused, electronic correspondences. 
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3.3.6. Influence Advertising Mechaniza- 
tion in Rundown Division 


There is a great deal of data you can get from 
your leads. When you are furnished with this 
data, you can aggregate your leads into various 
sections. Influencing a rundown division can 
be possible physically, yet this takes much 
additional time and can be inclined to human 
mistakes. 


With advertising mechanization, however, 
youcan section your rundown from your settings. 
Leads or Clients can be sectioned dependent 
on various criteria like their geographical 
data, statistic data, past purchasing conduct, 
commitment level, and so forth. You can get as 
imaginative as conceivable with division relying 
upon the measurements that are essential to you. 


With email promoting apparatuses like 
Active Campaign or Agile CRM, you can 
accomplish list division effectively and decide 
the substance to send to each list. 


By building up a successful email advertising 
automation, QIS Packaging, an organization 
that sells paper sacks and bundling expanded 
its ROI by 830% and sales conversion rate 
expanded by 13%. List division additionally 
assisted PaperStyle.com, a stationery master 
organization, to expand email open rate by 244% 
and a 330% expansion in income per mailing 
and here is a case of a dribble crusade. 


3.4. STUDY AND HACK TOP PER- 
FORMERS IN YOUR MARKET 


In each industry, there are top leaders and 
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performers. What’s more, there are numerous 
reasons why they are pioneers: They can utilize 
new innovations successfully. There are superior 
workers in the web-based promoting—and they 
likely use advertising mechanization. 


For you to execute the most vigorous 
advertising computerization techniques, you 
need to ponder the superior workers. 


How would they approach advertising 
mechanization? What sort of substance do they 
send to their prospects? How frequently do they 
send messages to their leads? How would they 
structure their substance? 


Another choice could be to pay these 
performers to show you how to utilize the best 
of advertising computerization as you might be 
unfit to get some significant data by considering 
only them. 


When you audit the performance of your 
computerizations, ask yourself these queries 
about everyone: 


Are Clients or Leads Drawing in with Your 
Messages? 


What is being opened? What is being followed 
up on? Are the invitations to take action really 
being followed up on? 


Are the Messages being Conveyed at the 
Correct Time? 


In case you are sending updates, would they say, 
they are being conveyed in sufficient opportunity 
to be followed up on? Is your post-buy training 
arriving before the actual arranged time enough 
to counteract messages to client service? 
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What is Functioning Admirably? 


Are guiding clients to your substance expanding 
deals or diminishing your discount rate? Utilize 
fruitful robotization as a model for future 
campaigns and tests. 


What is Not Working? 


Has anybody griped about the timing of a 
message? Are withdraw rates on the ascent? Is 
your help group presently accomplishing more 
work rather than less? Delve in profound and 
searching for chances to improve. 
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REVIEW QUESTIONS 


Pv nd, E 


10. 


What are the conditions when marketing automation shines? 
Define “Advertising Automation.” 

Explain the questions to ask before developing own strategy. 
Why it is important to define the needs of a company? 

What do you mean by ‘advertising mechanization 
programming’? 

Explain drip campaigns and nurture campaigns. 

How to influence advertising mechanization programming? 


What are the queries needed to ask before auditing the 
performance of computerizations? 


Why it is important to generate an execution plan? 


Define the term ‘Personalization.’ 
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4.1. INTRODUCTION 


For the past few years, in content marketing circles ‘automation’ is the 
new catchword. If you have been keeping the opinion that it is simply 
another trend that will vanish out sooner or later, then this new study 
will perhaps force you to contemplate in other direction. 


The aims of the current salesperson are everlasting: generate fresh 
prospects to produce deals at the same time maintaining the current 
consumers pleased and approaching back for more. To achieve all this 
content marketing performs a main character. Once you deliver info 
that is reliable, relevant, actionable, and insightful you tie together 
a powerful, proven technique for getting your clients, not to say 
marketing objectives. However, attempting to perform it all physically 
is a formidable job which can definitely give you a high mental stress 
(Figure 4.1). 


Figure 4.1: Content marketing is the creation and distribution of content 
online for a targeted audience. 


Source: https://pixabay.com/illustrations/content-marketing-website- 
web-seo-3679757/ 


The worldwide marketing automation sector has recorded the 
growth from $3.65 billion in the year 2014 to $5.5 billion in the year 
2019, according to the findings of the report. The main motive that 
companies are progressively implementing a marketing automation 
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tool is for the reason that it decreases physical 
exertion at the same time increasing efficiency. 
It likewise empowers thorough policymaking, 
letting salespersons to sort improved usage 
of the restricted assets at their disposal. Over 
automation, the salesperson becomes competent 
to attain superior stages of customization, thus 
augmenting consumer encounters. 


To produce the finest outcomes, your content 
marketing exertions requisite to ride similar 
to smooth-running machinery so that your 
emphasis is on the bigger portrait, perform your 
work in a better way, and accomplish further. 
Content marketing automation is the method of 
recognizing recurring content marketing jobs 
and after that outsourcing or computerizing such 
errands over applications and tools. The aim is 
to aid brands and marketers to progress their 
whole content marketing approach efficiency. 


Content marketing automation can be useful 
for indeed just almost whichever stage of the 
content marketing procedure from planning 
and strategy, over creation, measurement, and 
distribution. Marketing automation supports you 
to intensify your expression and communicate 
to your spectators through the contents which is 
related to the subject to every entity’s exclusive 
behaviors and attributes. Altogether, marketing 
automation and content marketing can aid you 
generate an efficient, cohesive, and efficient 
engagement marketing center. 


Marketing automation tools have developed 
as central parts of technique for maximum B2B 
and B2C businesses. Such influential software 
tools (for example — Eloqua and Marketo) let a 
salesperson to pick leads and cultivate databases 


Policymaking is the 
act of creating laws 
or setting standards 
for a government or 
business. 
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of leads by sending email scheduled on a regular 
basis. 


Since long time, marketing automation 
platforms (MAPs) used to be costly, complex, 
and requisite committed resources. These 
were merely accessible to businesses eager 
to capitalize in constructing demand creation 
departments to ride the platforms. Nevertheless, 
disruptors, such as MailChimp, are enabling 
yet the small groups provide automated, smart, 
and personalized marketing emails to their 
spectators. 


Figure 4.2: B2B is a condition in which one kind of 
business makes a commercial transaction with an- 
other. 


Source: https://th.pixtastock.com/illustra- 
tion/29593341 

Nevertheless, much as marketing 
automation getting more reachable, there is in 
spite of everything frequently a discrepancy 
among demand generation (the department, 
which generally keeps marketing automation) 
and content marketing (the department which 
does not). As content marketing shifts in the 
era of performance and salesperson need to 
verify the worth of their effort, it is vital to 
align content marketing and demand generation 
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teams. Deprived of understanding in demand 
generation statistics, content marketers will not 
be competent to validate ROI. And deprived of 
content, demand generation exertions will not be 
able to touch their real capability (Figure 4.2). 


4.2. CONTENT MARKETING A 
PRECONDITION FOR MARKET- 
ING AUTOMATION 


Nowadays, marketing automation has developed 
as a regular exercise for various businesses, 
not least B2Bs. However, deprived of a good 
content marketing and good content strategy, it 
is hard to achieve success. 


Computerizing your promotion process 
sounds good. Through the right channel at the 
right time, sending the right message to the 
right person. All automated, scheduled, and 
optimized. For every marketer, it sounds like 
a dream. However, unluckily your venture in 
marketing automation can straightforwardly be 
converted into a trauma if you do not ensure the 
right things in the right order (Figure 4.3). 


Content 
Marketing 
Cycle 


i O 


Figure 4.3: Cycle of content marketing. 


Promotion refers 
to the advancement 
of an employeeys 
rank or position 

in a hierarchical 
structure. 
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Content strat- 
egy focuses on the 
planning, creation, 

delivery, and 
governance of con- 
tent. 


Source: https:/commons.wikimedia.org/wiki/ 
File:Content-marketing-cycle.jpg 


4.2.1. Create a Long-Term Content Strat- 
egy 


Irrespective of whether your marketing is 
computerized or not, you require a content 
strategy. You must have the knowledge of who 
you want to reach, which channels you can use 
to reach them and what they want. You requisite 
obtainable and clear objectives for your 
marketing, and you require a long-term strategy 
for attaining them. 


Most of the people are unconcerned about 
their content strategy, which frequently points 
to break down. They distribute content through 
the wrong channels or create it that their 
target group doesn’t want. Quickly automated 
marketing gets converted into an automated 
breakdown. 


4.2.2. Create a Content Plan 


Beforehand you initiate expanding marketing 
automation, you must explore what subject 
matter your target group desires, in what format 
as well as which stage of the purchasing process 
they want it. Your content needs to inspire as 
well as engage your spectators over all phases 
of the decision-making procedure, how your 
customers make purchasing decisions should be 
the base for the content that you create. 


Constructing a content proposal and 
generating content consumes a number of 
resources. So, begin with a clear and distinct 
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plot, as like a specific target group or a product 
category, and examine it thoroughly. 


4.2.3. Do It Again and Do It Right 


Functioning through marketing automation 
and content marketing is a long-term plan. It 
is not going to provide you results overnight. 
Over a period of time you may perhaps observe 
that portions of your content plan and content 
strategy require to be altered and accustomed. 
Being alert and responsive is essential. 


So, the catch here is — test, assess, perform 
it another time and perform it accurately. All 
over again and then again. This is the only way 
to check out what is working and what is not. 
Stop doing what doesn’t work and do more of 
what works, and gradually you will shape up 
automated marketing which delivers visible 
outcomes and aids you attain your objectives. 


4.3. THE BENEFITS OF AUTOMAT- 
ED CONTENT MARKETING 


Possibly the main advantage of automated 
content marketing is that it helps to save time. 
And as we all know time is money. Let’s have 
a glimpse at content curation — the procedure 
of discovering and distributing the content that 
you recognize your customers or audience will 
like. Content curation is wonderful as it permits 
persons to stare at your brand as a thought 
leader or resource. This even shapes good spirit 
amid you and the brands or publications whose 
content you are distributing. The advantage is 
that now it does not take a long time to do as 
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it used to be while doing by hand. Firstly, you 
have to look for the content to dole out. After 
that, you have to dispense it. Content discovery 
software, that suggests content founded on 
particular keywords, let you to effortlessly spot 
related content. 


Benefits of automated content marketing are 
not just limited to saving time nor saving money. 
Additional and important advantage of content 
marketing automation is that it can frequently 
perform the labor of one or two persons. For 
instance, you could bring into use a tailored 
content platform which could assign jobs to 
a crew of selected and screened originators, 
instead of hiring someone to manage a team of 
content creators. 


Automating as a minimum certain feature 
of your content marketing will correspondingly 
aid you slumber peacefully at night-time. You 
won’t wake up at 3 am ina cold sweat anymore, 
worried that you forgot to do something, since 
the system is conducting whatsoever jobs you 
allocate it, and is performing that robotically. 


4.3.1. Setting Up Your Automated Con- 
tent Marketing Strategy 


Setting up an automated content marketing 
strategy is quite same as setting up some other 
kind of content marketing strategy. The main 
alteration is that you are discovering methods 
to implement automation devices to aid you to 
attain your objectives (Figure 4.4). 
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Figure 4.4: Content marketing strategy. 


Source: http://qmediasolutions.com/digital- 
content-marketing-tsunami/content-strategy/ 


The foremost phase is to outline your 
objectives or point out the spot of content 
marketing where you are facing problems. 
Perhaps your content drops alike a pebble as 
soon as you post it, or perhaps you require to 
discover techniques to bring it in visibility of the 
appropriate spectators. 


You also need to describe your spectators, 
with the purpose of your knowledge, which 
devices will finest approach them. For example, 
Email marketing would not be able to bring you 
the good results if most of your consumers are 
present on social media. 


Lastly, you desire to get going with the 
automation tool and try it for once. Subsequently, 
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Software pro- 
gram is commonly 
defined as a set of 
instructions, or a 
set of modules or 
procedures, that 
allow for a certain 
type of computer 
operation. 


evaluate the result and take a step back and 
assess again. Is there any boost in your leads by 
customizing email messages or social media? 
After using a software program to improve 
your headlines, are you seeing a lower bounce 
rate? 


You can continue on, or make adjustments 
as needed once you have observed, which 
automation tools are working for you and which 
ones aren’t. 


4.4. AUTOMATING YOUR CON- 
TENT 


e Decide What Needs to be 
Automated: Google Alerts can be 
used to recognize other content that 
is being produced on your focus 
keywords. Considering the case of 
curating visual content such as video 
and infographics, it is especially 
useful. Also paid tools like Buzzsumo 
can be used to set up content alerts. 


e Use a Content Workflow Process: 
DivvyHQ is used to automate the 
stage, status, and process ofthe content 
that is required to be generated for the 
blog. They let us to recognize content 
which is required to be restructured 
and alarms us to the job. These tools 
are called workflow applications. 
They even recommend you to drive 
your content out to the social media 
as well as the WordPress web site. A 
few more examples of similar content 
marketing workflow platforms 


Content Marketing and Marketing Automation 89 


comprise Contently, NewsCred, and 
Skyword. 


Share Your Content Through 
Social Media: Hootsuite is used to 
automated share content from the 
website’s RSS feed to Facebook and 
LinkedIn and share content from 
other business publications and top 
marketing. You can also check out 
Buffer and Sprout Social, if you want 
to compare social media management 
tools. 


Paid Promotion for Your Content: 
A portion of the marketing automation 
procedure comprises digital ad and 
use of the resources as like Outbrain 
to recognize the finest prospects for 
the content to be seen on famous 
publisher websites. SimpleReach 
states how well the performance of 
your content on social media is, thus 
it helps to choose if paid promotion 
should be used or extra boost on 
Twitter, Facebook, Google Ads and/ 
or QuuuPromote. 


Automated Email Newsletter: 
Once a blog post has been published, 
MailChimp is used to send the daily 
newsletter. MailChimp has a func- 
tion for email nurturing of your leads 
and also lets you automate person- 
alization. Although one of the best- 
priced email marketing tools avail- 
able is debatably MailChimp, other 
such tools which can be considered 
for the same purpose are GetRe- 
sponse, Marketo, Aweber, Constant 


Paid promotion is 
a common tactic 
used by countless 
businesses, but not 
everyone is doing it 
right. 
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Contact and Hubspot. 

Connect Various Content Mar- 
keting Platforms: Zapier is used to 
spontaneously put the leads gathered 
on the web site into the main news- 
sheet list. It even assists to observe 
the social media platforms by send- 
ing you an email notification when 
any of the audiences mention about 
you on Twitter so that you can reply. 
Another example of such platforms 
is the very popular IFTTT (Figure 
4.5). 


Figure 4.5: Zapier: A web-based service used for in- 
tegrating the web applications. 


Source: 


pier 


3. 


https://www.ecwid.com/apps/tools/za- 


How is Your Content Marketing 
Performing?: Most of the content 
marketing tools are easily customiz- 
able, this is the best feature of these 
tools. Google Analytics has a feature 
of automatically emailing a report 
showing the content and pages that 
drive the highest amount of traffic 
and conversions each month. 
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Speaking about content generation, yes, it’s 
totally true that you can get all your content 
produced by an app or tool. Automated content 
often lacks depth and insight; on top of that the 
technology itself is very complex. 


‘Set it and forget it’ apps certainly make 
the job of content generation easy to a great 
extent; however, they have nothing to do 
with your thought leadership approach in the 
content industry. There are numerous portions 
of the content generation procedure that can be 
automated for improved outcomes; however, 
entirely automating the content generation may 
not be a good idea. 


Ideation is the most challenging and critical 
feature of content generation. 


The created content should be of interest to 
your audience, and at the same time, it should 
be relevant to your business or industry. But, at 
times, there could be situations when you may 
frequently discover yourself hitting a roadblock 
when you are searching for themes or topics to 
refer by the medium your content. 


There are tools for exploring the content 
which helps to streamline the thought procedure 
by suggesting ideas and topics for creating 
content. These tools can also be used to go 
through the content on related topics and get 
ideas from them. For instance, BuzzSumo has 
a feature to recognize blog posts which have 
got the maximum engagement grounded on 
particular focus keyword searches. Thus, it 
assists the user to bring into line the blog posts 
with trending topics, growing their charm to the 
spectators. 
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Lead manage- 


Programming lead management 
procedures could have a noteworthy influence 


ment is aset of on the company’s sales figures. Though such 


methodologies, 
systems, and 
practices designed 
to generate new 
potential business 
clientele, generally 
operated through a 
variety of marketing 
campaigns or 
programs. 


procedures might not constantly include content 
generation, in some cases, they do. 


Consider an example that you have an 
e-commerce website. Numerous prospective 
audiences might have browsed your online 
portal and gone with no purchase at all. With the 
help of marketing automation tools, you will be 
able to produce customized messages, emails, 
and ads for each prospect who serfs your e-store. 


Such tools characteristically take into 
consideration the guest’s current location 
and buying history, and create a personalized 
message which will push the audience to 
make a buying. You could even implement 
automation in your email marketing drives to 
direct furthermore targeted messages to your 
prospective customers. 


Since it allows you to customize the post 
grounded on the purchasing phase, which the 
prospective customer is in right now, in that way 
also it is useful in content creation if said in a 
less direct manner. 


4.4.1. Automation in Content Curation 


Content curation is a must, when you are eyeing 
to construct a robust social media existence for 
your commerce. 


Social media has instigated an extraordinary 
increase in content feeding and depending 
exclusively on content generation to fulfill the 
rising demand will merely not be sufficient. 
Content curation aids you to remain relevant 
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and visible in the momentary social world. 


Particularly if you maintain multiple 
social accounts, curating content yourself is a 
terribly time-consuming procedure, however. 
Automating content curation would assist you 
to save a substantial amount of effort and time, 
at the same time, even attaining uniformity in 
the social media doings. 


In maximum circumstances, content search 
engines suggest content founded on a specific 
keyword search. The dispute contrary to these 
tools is that they disturb the eminence of 
content that is being published. However, this 
disagreement is of significance only if you 
have customized the setting your tool on auto- 
pilot mode and are circulating posts without 
scrutinizing them. 


If any such thing happens, there is a possible 
risk of distributing the content which may not 
be any value to your business, or even worse — it 
may be promoting your rivals (Figure 4.6). 
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Figure 4.6: Step by step content curation. 
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Social media man- 
agement is the 
process of creating, 
scheduling, analyzing, 
and engaging with 
content posted on so- 
cial media platforms, 
like Facebook, 
Instagram, and Twitter. 


Point to be noted here is that automating 
content curation is intended to lessen the manual 
effort, and not exclude it completely. 


On condition that you evaluate each and 
every post prior to scheduling them out, 
automating content curation will definitely exert 
for the advantage of your trade. In actual fact, 
ever more companies are currently using the 
tools to systematize content curation provided 
their value proposition. 


Tools like DrumUp which are used for 
discovering the content and scheduling assist 
you to simplify the social media actions and 
meaningfully reduces the effort and time that is 
invested in social media management. You’re 
part of the job reduces to just get through the 
suggested content for each story you included 
in the tool and choose the ones which you want 
to publish. 


4.4.2. Automation in Content Distribution 


Content distribution is an imperative feature of 
the content marketing strategy. Guaranteeing 
that your content reaches at the right times, to 
the right people is most significant than merely 
generating the content. 


In lack of an all-inclusive content circulation 
strategy, even an extremely wonderful bit of 
content can be gone unread and unadmired. 


It is quite possible that you have nicely 
optimized the content as according to SEO, 
however, when compared to the quantity of 
content being distributed in the virtual world and 
the convenience of accessibility for everyone 
and everywhere, your content distribution game 
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plan must intensify and surpass the basic, old 
fashioned SEO strategies. 


Paid media, owned media as well as earned 
media should also be considered when you are 
devising a content circulation strategy. 


Newsletters, Ads, social media and email 
subscriptions altogether grasp great prospects 
in intensifying the content. Automation is 
imperative if you have the aspiration to reach 
out to a large number of audiences through 
content circulation. 


To meet such requirements, tools such as 
MailChimp aid to confirm that the content 
stretches out to all the right ears and eyes, at the 
same time. 


New topics get saturated fats and Organic 
reach keeps declining as progressively more 
sellers jump into the content promoting lobby. 
Content fatigue is no more a new phrase in 
the promotion business; however, it is yet to 
be appropriately dealt with a worthwhile key. 
Here, for the sake of highlighting, it would 
be appropriate to mention again that has been 
written earlier in the book — customers get 
interested only in nicely executed content 
publicizing, however, they have a little patience 
for basic info provided to them in the wrong 
place and at the wrong time. 


Consumers nowadays aspire to be given 
personalized information, custom-made 
precisely to the stage they are in their purchasing 
voyage. Evidently, demonstrating these one 
to one discussions at scale devoid of any 
automation is almost unachievable. 


Further, than systematizing social media 
posts publishing at the ideal time, there are 
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numerous more content marketing automation 
tools that could be given a try to enlarge your 
influence: 


a. Content AI by Marketo: It depends 
on machine learning and predictive 
analytics to propose ‘recommend- 
ed content’ for audiences surfing 
through your blog. 

b. Zemanta: It is a programmatic in- 
herent promotion platform, propos- 
ing appropriate locations with top- 
most originators. 

c. Xink: It permits you to spontaneous- 
ly manage and complement new ap- 
propriate content to email signatures 
of all your team fellows. 


4.5. KINDS OF COMPANIES THAT 
SHOULD COMPLEMENT EVERY 
CONTENT MARKETER’S SERVIC- 
ES 


Being a content salesperson, what is your 
suggestion for priority to all the prospective 
customers? 


‘Get professional help!’ 


Only for the reason that they can accomplish 
by themselves does not imply they should. 
In spite of everything, content creation and 
circulation are about doing it the best way and 
not about just making do. 


Every so often, it would be good to trail that 
recommendation yourself. 

You may have at your fingertips, the means 
and methods of automating and distributing 
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your content. However, it does not imply the 
resources, time, expertise, and extent accessible 
to, you could hold your own with the one 
influenced by experts. 


Subsequently, at this time we have some 
get-ups which might accompany your facilities: 


4.5.1. Content Distribution Companies 


Many times, we all have been through a 
phenomenon that we encounter an article of our 
interest; we start to read, and by the conclusion 
of it, be welcomed with a linkage to a new 
part, and then one more, and further one more? 
After a while, without realizing it, we have 
expended a decent span of time on pouring over 
innumerable bits of content. 


Another noticeable thing to be pointed 
out here is that all these bits of content come 
with labels as somewhat next to the lines of 
“recommended” or such as posts with “you 
may like.” This is the way businesses dole out 
content. 


Content sharing could be beneficial to 
content salesperson in the subsequent ways: 


e Users might not stopover your web 
site if you are a new name in the 
marketplace, irrespective of the 
quality of your content. Content 
sharing businesses could assist you 
to advance the reliability though you 
at the same time devote time to social 
media promotion and SEO. 

e Nevertheless, this support is not 
meant only for the ones beginning 
out of the ground; supposed front- 
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Organic traffic is 
the opposite of 
paid traffic, which 
defines the visits 
generated by paid 
ads. 


runners uphold their online existence 
by having their content circulated 
regularly. 


1. Acquisition of right to use, to one 
content web site is not the end game. 
Originators repeatedly acquire the 
syndication partnership, and getting 
featured on, one could ultimately 
mean profiting as of the outreach of 
added associates in the forthcoming 
times. An increased number of eyes 
likewise convert to a better chance 
of consumer acquirement. 

2: Content distribution could even out- 
come in an increase in organic traf- 
fic, since it directs users back to your 
website. Furthermore, depending on 
wherever it is syndicated, content 
would be able to get the badge of 
excellence and authorization from 
search engines such as Bing, conse- 
quently ranking better in search re- 
sults. 

For instance, Outbrain, reports that proceeds 
of the website SanjeevKapoor.com increased by 
20% when it began to recommend content on 
behalf of Master chef Sanjeev Kapoor. Outbrain 
is one ofthe most renowned name among content 
sharing enterprises, A few more examples are — 
Colombia and Taboola. 


4.5.2. Publisher-Branded Content Studios 


The mounting requirement for brand-named 
content has led to the growth of content studios, 
and originators themselves are entering the 
lobby, making a move in the old-style relation 
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among the agency, the brand, and the originator. 


In India, digital news publisher First Post 
has started ‘F. Studio’ while in the USA; 
the 14l-year-old Washington Post sprang 
“Washington Post WP BrandStudio.’ 


In a July 2018 article, as The Drum, which 
casts news on the media and advertising sector, 
said, ‘Salesperson are progressively moving 
towards the branded content entities developing 
from the old-fashioned publication segment, that 
aid brands express their tale in a way similar to 
the editorial voice of said banners.’ 


Publishers have a clear understanding as to 
what their customers want to read and so they 
possess knowledge of the kind of content to be 
created that would produce best results for their 
platform, given their years of experience. 


Their proficiency inpartaking accommodated 
to spectators ever since the period of old- 
fashioned publicity approaches too implies that 
they know that customers become offended by 
content that senses alike a direct sale. Therefore, 
they could function as per dependable leaders 
while it is about serving the salesperson create 
and distribute content which is severely covert 
as a tale related to the target group. 


Furthermore, as a decline has been informed 
in the channel of print ads, producers are 
progressively developing exclusive content 
studios to assist their customers in the digital 
empire. 


4.5.3. Marketing Automation Companies 


If content marketing is centered on sharing 
custom-made content to a target group of 
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customers, marketing automation is the catalyst 
which makes that exertion more efficient and 
quicker. 


Product managing marketer at Act-On, Karra 
Hendrix, briefly elucidated, it accordingly: 
‘True marketing automation lets you to trail 
every single touch point which an individual 
had with your company, keep a track record of 
it and acclimate your messages consequently. It 
should empower you to not merely computerize 
the processes; however, foresee your consumers’ 
wants and quicken their purchasing journey.’ 


Through the optimization of the following 
set of actions, the marketing automation sector 
is foretold to mature to $5.5 billion in the year 
2019: 


1. Nurture and Qualify Leads: By 
serving feedbacks on the standards 
and anticipated result of automation 
software, the salesperson can cat- 
egorize their spectators into lots. It 
aids them to accommodate improved 
to the queries and requirements of 
leads. Though, the identical outcome 
could also be attained over a more 
direct method over computerized 
contact forms. 

2. Produce Profile-Particular Re- 
plies: This trait has been carried 
forward from the earlier one. After 
going through the website cookies, 
salesperson can get the knowledge 
of site-based behavior and mark the 
prospect. It aids to create content 
customized to the purchaser’s voy- 
age. 
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Curate Content: In the times when 
the digital setting has turned out to 
be the point of communiqué amid 
consumers and marketers, a consis- 
tent social media presence is essen- 
tial. One method to guarantee it is 
by placing out curated content which 
not only updates the spectators, how- 
ever even form friendly relationships 
with the originators. Physically cu- 
rating content is not only a waste of 
both, the human resources as well as 
time than if automated. 

Dole out Content: Marketing auto- 
mation is mostly known for content 
sharing via email. Softwares such as 
MailChimp not only direct out your 
content, but also offer an effortless- 
ly maneuverable analytics system 
which supports study replies as like 
the click rate and the open rate. 
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REVIEW QUESTIONS 

L, What do you mean by content marketing? 

2: How content marketing is associated with marketing 
automation? 

3. Why the companies are executing marketing automation tools 
increasingly? 

4. Explain- 
a. B2B Business; 
b. B2C Business. 

5. How content plan is made? 

6. Illustrate the benefits of automated content marketing. 

Te Describe in detail the process of content automation. 

8. Briefly explain content curation. 

9. What is the impact of automation in content distribution? 

10. Describe different types of companies that should complement 


the services of content marketers. 
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5.1. INTRODUCTION 


Business Development Premier has changed the approach to the 
game while making sure that you emerge as a winner. It is a business 
development solution which is tailor-made for law firms. It is a cloud- 
based and utilizes Microsoft dynamic platform as a base. Business 
Development Premier provides Customer Relationship Management 
(CRM) along with Enterprise Relationship Management technology 
(ERM) (Figure 5.1). 


BUSINESS 
DEVELOPMENT 


Figure 5.1: Business development involves processes of developing growth 
opportunities within the enterprises. 


Source: http://www.thebluediamondgallery.com/handwriting/b/busi- 
ness-development.html 


Its source data regarding companies from Thomson Reuters and 
competitive intelligence from Monitor Suite. It is further enhanced 
with marketing automation and experience management tools. 


This combination of CRM and ERM is here to provide much- 
needed technology for supporting the entire marketing campaign 
lifecycle from end to end. This will help you conceptualize campaigns 
successfully, keep the clients engaged, convert opportunities, and 
measure results. You don’t have to wait long for seeing any actual 
ROI. If we compare Business Development Premier’s technology to 
the traditional way of doing things, we find that BDP has lessened 
the start-up time to just a fraction of the time required for traditional 
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way of things. The ERM part of the BDP 
technology uncovers contact and company 
information, removes duplicates and enhances 
this information. This results in better quality of 
data and faster implementations. 


A marketing team needs all the help it can get 
to achieve its targets. Marketing automation can 
be helpful in managing and optimizing the entire 
customer experience. BDP can let you measure 
the metrics essential for your business. It also 
lets you show how effective your marketing 
team is. The main question is how to make the 
perfect business case for marketing automation? 
(Figure 5.2). 

DOL  — — _—_—______ 
Enterprise Relationship 
Management 


* ERM is the management and development 
of strategic relationships using internet tools 
and technology 


ERM attempts to tighten supplier 
partnership by sharing strategic information 


ERM attempts to launch better products 
faster by providing a medium for companies 
to collaborate 


w 


Figure 5.2: Enterprise relationship management. 


Source: https://slideplayer.com/slide/7787092/ 


Traditionally, marketing automation 
software has been so costly and complex to 
implement that it is only the biggest names in 
the industry that have been able to afford them. 
Nowadays, due to reduced cost and simplified 
nature of marketing automation software even 
small to mid-sized businesses are using them. 


Today, professionals in the field of Sales and 
Marketing can easily understand the benefits 


Enterprise relation- 
ship management is 
software that analyzes 
data it has about its 
customers to develop 
a better understanding 
of the customer and 
how the customer is 
using its products and 
services. 
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Buying process is the 
series of steps that a 
consumer will take 

to make a purchas- 
ing decision. 


of Marketing Automation and are fully aware 
of the value it can bring to their departments. 
As a result of this, the whole business thrives. 
Benefits include: 


° Reduced costs; 

° Increased revenue; 

e Improved client engagement; 

e Sales & marketing alignment; 

e More & better-quality leads; 

e Easier reporting & improvement on 
campaigns. 


This provides us the ability to generate, 
nurture, score, and qualifies leads in an 
automated manner which grants a competitive 
advantage. Marketing automation results 
in increased sales by utilizing customized 
marketing communications, with messaging 
and offers based on each contact’s profile, 
demographics, level of interest, past behavior, 
and place in the buying process. 


Most ofthe clients from Sales and Marketing 
are in sync with regard to the benefits provided 
to the team and the business as a whole. The 
problem comes when management team needs 
to be convinced, despite the affordable rates 
of solutions. It is the management team from 
whom a secure sign-off is needed. Let’s discuss 
how to present the business case in front of the 
management team and convince them to invest 
in a new technology platform. 


5.2. MAKING THE BUSINESS CASE 
FOR MARKETING AUTOMATION 


Management needs to sign off on the proposal 
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of business automation. For this it is imperative 
to form a strong business case. Following are a 
few things that are needed to be taken care ofif a 
successful buy-in from management is needed: 


1. State clear objectives for implement- 
ing marketing automation. This tech- 
nology is not an end-all solution for 
all your woes, but it can solve pretty 
major ones. Marketing and Sales 
team should identify the top goals 
for which marketing automation is 
needed. Paint a success story too. 
Let it show exactly what would hap- 
pen if said goals are achieved. These 
goals need to be measurable as well. 

2. Clearly spell out specific benefits 
of marketing automation adoption. 
These benefits need to be aligned to 
the company objectives and make 
sure that you focus on this. Do not 
focus on general issues. Focus on 
those issues that are specific to your 
company. State exact benefits of 
marketing automation. Show figures 
and measures wherever possible like 
“increase conversion by 20%.” Do 
not say “improve conversion rates.” 
It doesn’t have any meaning. Be re- 
alistic in giving out figures. Do not 
give imaginary or unattainable fig- 
ures. 

3. Keep into consideration technologi- 
cal components and benefits. Tech- 
nological components might include 
email, instant messaging, social net- 
working, website visitor tracking, 
CRM integration and SEO auditing. 
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Such recommendations should have 
a strong reason. You need to include 
only those features that matter most 
to your company. Don’t get carried 
away (Figure 5.3). 


Figure 5.3: SEO audit. 


Source: 
seo-audit/ 


4. 


https://www.seoperfect.net/website- 


List all known data sources and de- 
pendencies. There is a need for data 
to develop any customized solution. 
List all the sources where this data 
will come from. This data might be 
coming from integrated CRM sys- 
tems or some website or it might 
be data pertaining to customers and 
prospective customers. List any such 
dependencies. 

Plan out a budget and milestones. 
You need to be realistic about bud- 
get and milestones. They need to 
be achievable with minimum hin- 
drance. The budget should include 
the best estimate of the cost of im- 
plementation of the project. Create 
a schedule with milestones for ev- 
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ery phase. Include the technologies 
which might be used. Try to create 
timelines where possible. Determine 
a point where it can be judged if ROI 
has been achieved or not. 

Develop analytics and reporting 
plans. Outline the role and need of 
different teams. Show the metrics 
needed to be tracked for successful 
marketing campaigns. 

Include ROI projections. Show the 
return on investment (ROI) that is 
expected after marketing automa- 
tion is achieved. For this, you need 
to calculate the amount of activ- 
ity needed to meet lead, quota, and 
revenue goals. Calculate how much 
sales and marketing cost tradition- 
ally. Then show how cost can be im- 
proved by implementing marketing 
automation. Prepare a comparison of 
current profits vs. expected profits. 
Show the average lift of sales and 
marketing alignment in terms of lead 
generation, qualification, and en- 
hanced cooperation, applied to your 
own numbers (Figure 5.4). 


Return (Benefit) 


nvestment (Cost) 


Figure 5.4: Formula for calculating ROI. 
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cost may include ex- 
penses associated 
with transferring 
title of goods to a 
customer, storing 
goods in warehouses 
pending delivery, 
promoting the 

goods or services 
being sold, or the 
distribution of the 
product to points of 
sale. 
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Source: https://corporatefinanceinstitute.com/ 
resources/knowledge/finance/return-on-invest- 
ment-roi-formula/ 


8. Assess the risks. Risk assessment 
is very important. List all the risks 
which might arise due to implement- 
ing marketing automation. Along- 
side, list all the risks which might 
arise in case marketing automation 
is not taken up. Identify those teams 
whose stake is the largest. Make 
these teams involved in the market- 
ing automation adoption processes. 
Make a strategy of how risk will be 
managed and mitigated if it arises. 

9. Estimate timelines and target dates. 
Give educated estimates of when the 
entire marketing automation process 
will be adopted. Also, give estimates 
of implementation across different 
teams which are affected by this pro- 
cess. Do not forget to include time 
estimates for training employees and 
other professional services. 

There might be a lot of talk among your 
friends and colleagues about ‘Marketing 
Automation’ or you might have read a lot about 
it online. What is Marketing Automation? Is it 
effective? Why should a business give it any 
time of its day? 


Everyone has a hectic schedule, be it a 
founder, director, or a marketing professional. 
Your schedule might include back to back 
meetings, keeping an eye on your campaign’s 
status, tracking the marketing and sales 
objectives, etc. You might even be feeling 
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a resource crunch. This is where marketing 
automation steps in. 


Marketing automation is usage of technology 
to automate marketing processes like customer 
segmentation, customer data integration, and 
campaign management. These processes would 
have been performed manually in the absence of 
marketing automation. Automation makes them 
much more efficient. Marketing automation has 
become an integral component of CRM. 


5.3. BENEFICIAL FACTORS IM- 
PACTING THE BUSINESS 


5.3.1. Automated Reporting 


Reporting takes up a lot of time in marketing 
campaigns and it is by far the hardest part of it. 
There are marketing automation tools available 
which do the tedious work of marketing 
campaigning look easy and effortless. Some of 
the popular market automation tools are Marketo 
and HubSpot. 


Even after the usage of these tools, it is 
needed to measure how effective a marketing 
campaign is. This can be done by keeping track 
of metrics like content engagement and new 
leads generated. This is necessary for keeping 
a track of ROI generated from these campaigns. 


5.3.2. Personalization and Customer Re- 
tention 


Roping in new customers is important, but do not 
underestimate the value of old customers. Make 


Ws 


Customer seg- 
mentation is the 
practice of dividing 
a customer base 
into groups of 
individuals that are 
similar in specific 
ways relevant to 
marketing, such 

as age, gender, 
interests and 
spending habits. 


114 


Marketing Automation 


every effort to retain them. These automation 
tools are a way to gauge customer’s mind. 


This leads companies to take informed 
decisions and actions. It is possible for 
companies to generate personalized content as 
per the customers by using these tools. 


5.3.3. Optimizing Workflows 


There are many things that need to be monitored 
in a campaign like forms, CTAs, conversion 
pages, etc. Keeping a track of all such things and 
more is a formidable task. It also creates risk of 
human error. Automation tools are the answer to 
these woes. They can document these activities 
and make the process error free. 


5.3.4. Revenue Growth 


Any business needs to produce good revenues 
and then maintain them to stay afloat. These 
automation tools are costly, then how is buying 
them justified? The benefits to be had by using 
them and the revenue they help generate far 
outweigh the investment costs incurred on them. 
As per some reports, 78% of marketers have 
said that automation tools have increased sales 
and boosted revenues for them. Further insights 
on the stats can be taken from here (Figure 5.5). 


revenue 


The income generated from sale of goods 
or services, or any other use of capital or 
assets, associated with the main 


BusinessDictionary 


Figure 5.5: Revenue. 
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Source: http://www. businessdictionary.com/def- 
inition/revenue.html 


5.3.5. Error Elimination 


Human beings, although efficient, are prone to 
errors in their work. Consider this; an error in 
business documentation can spell disaster. If 
automated tools are used, it would mean less 
scope for human errors. The system will be 
more efficient. 


Automation tools can also help in daily tasks 
like budgeting and planning, all depending upon 
the type of software being used. 


5.3.6. Building Awareness 


With faster and cheaper internet connectivity, 
it seems the whole world is online. It makes 
perfect sense for companies to have an online 
presence as well. Companies seek to maintain 
good reputation in the online world. 


This is needed to create an audience for 
their product or services. There is a lot of 
effort needed in recognizing, connecting, and 
converting potential audience into leads when 
done manually. Automation tools reduce the 
effort spent on these tasks by automating them, 
thereby saving a lot of time. 


Not just these, there are many more benefits 
to be had by making use of automated tools. 


5.3.7. Define Your Goals 


There are many types of automation tools. There 
is no one size fits all policy. The type of tool to 


Documentation is 
a set of documents 
provided on paper, 
or online, or on 
digital or analog 
media, such as 
audio tape or CDs. 
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be chosen depends entirely on the goals of the 
organization and its growth forecast. 


There should be a clear idea of the goals of 
the company, for which automation tools are 
needed. 


5.3.8. Research about the Tools Available 
in the Market 


Every business is structured differently and has 
its own goals. The automation software that 
needs to be chosen depends upon these factors. 
There is variety of automation software available 
in the market. Choose wisely and do market 
research before choosing them. Don’t choose 
just because someone recommended particular 
software. The needs of a fortune 500 company 
differ vastly from that of a startup. Choose as 
per your company’s goals. 


5.3.9. Go for the Free Trial 


Most of the automation tools provide a free trial 
of their products for periods ranging from 10—14 
days. Go for this free trial and test for yourself 
the suitability of the automation tool for your 
business. There is no need to invest hard earned 
money in a tool which might not prove to be the 
best fit after some time. 


5.4. CRM AUTOMATION 


While marketing automation is designed for 
use by marketers, CRM is designed for use by 
sales teams. CRM is the system of record for the 
sales team. It is used to store information about 
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customers — prospective or existing. It even 
includes their contact details and interactions to 
date. 


Sales or business development professionals Business develop- 
spend an inordinate amount of time while feeding ment is the creation 
details of contacts, accounts, opportunities, °f long-term value for 
outreach, etc. in the CRM system. CRM “” crenata Mom 

. : customers, markets, 
automation reduces the need for this. Advanced and relationships. 
versions of CRM automation even have the 
ability to provide business development 
and sales teams with a summary digest about 
prospects or customers before meetings. Some 
can even map relationships between those in 
your database and the world beyond it (Figure 
5.6). 


Raw Leads ei eee 


Viable Leads 


Nurtured Leads Marketi ng 
Automation 


Sales Accepted Leads 


CRM 


Figure 5.6: CRM automation. 


Source: https://blog.capterra.com/whats-difference- 
between-crm-and-marketing-automation-software/ 


5.4.1. CRM Automation Enables Market- 
ing Automation 


It makes sense to integrate marketing automation 
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Behavioral 

data refers to 
information produced 
as a result of actions, 
typically commercial 
behavior using a 
range of devices 
connected to the 
Internet, such as a PC, 
tablet, or smartphone. 


and CRM automation systems. This will make 
sure that there is a smooth flow of data from 
marketing to sales. This way both business 
development and sales are on the same page 
regarding what happens from the time when 
a lead is generated till the time when those 
responsible for closing deals are engaged with 
the lead. 


Many buyers in today’s market are not 
dependent on the sales team and their pitch. 
They make their own informed decisions and 
do their own research. When sales cannot make 
a dent in such a buyer’s psyche it is left up to 
the marketing and business to engage with such 
a buyer and encourage him to invest in their 
product. Such cases can benefit greatly from 
integration of marketing and CRM automation 
systems. 


Organizations can enhance their marketing 
automation by taking advantage of relationship 
mapping enabled by CRM automation in the 
following ways: 


e Enhance lead Scoring: Marketing 
and business development teams use 
a concept called lead store. They 
are calculated for customers while 
keeping such parameters under 
consideration like behavioral data 
and demographics. Behavioral 
data includes website visits, content 
downloads, etc. Demographics 
include company size and industry, 

person’s title, etc. 
Lead scores help create an understanding 
of when a client would be ready to talk to the 
sales team. CRM automation will further help in 
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improving this score as it adds another data point 
when a lead has a relationship with someone in 
your firm. It can even apply different values 
based on the strength of that relationship. 


e Enhance List Segmentation: 
Marketing teams target clients and 
deliver content to them. This content 
needs to be specific and to the point. 
Only then can the marketing team 
hope to create a sales opportunity. 


Marketers generally provide tailor- 
made content to different customers after 
understanding their needs. This can be done by 
segmenting lists for different audiences. This 
process will benefit a lot, if related data can be 
added to these lists. For instance, by accounting 
for the lead’s relationship to your organization 
and their understanding of your services. 


e Enhance Stale Campaigns: Leads 
are usually sent messages with 
specific content over a period of time. 
They are nurtured carefully until a 
sale is made. These messages can be 
sent through marketing automation. 


Sending these messages to the correct leads 
at the correct times depends on the understanding 
of history of engagements made with that lead. 
This information is being continually fed by 
CRM systems to the marketing systems. If CRM 
systems are outdated then marketing automation 
system would lack the knowledge of which leads 
to interact with and when. CRM automation will 
remove these problems as it will automate the 
process of logging all lead-related activities. 
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5.4.2. CRM Automation Enables Account- 
Based Marketing (ABM) 


Traditionally, organizations have targeted a broad 
category of prospective clients. Nowadays they 
have shifted their attention to named accounts 
that the sales team identifies as prospective 
clients. This is an account-based marketing 
(ABM). This way of marketing is best suited for 
those organizations which concentrate only on 
some large accounts or to accounts of a certain 
size in a particular industry. 


Getting far in account-based marketing 
requires that marketing and sales teams go 
hand in hand. It has been noted that in those 
organizations where sales and marketing teams 
are in sync sales win-rate is38% higher. 


In ABM a particular contact at a particular 
account is engaged. Then, with the help of 
marketing automation, targeted content is 
delivered through emails. Contact is encouraged 
to participate in events like webinars and 
workshops. 


Customized landing pages are developed, 
and tracked in marketing automation. Along 
with this, business development team makes 
contact through personalized messages using 
their CRM system. CRM automation further 
enhances this outreach by connecting to email, 
social accounts, and mobile data. It provides an 
organization-wide view of relationships with 
customer and prospects (Figure 5.7). 
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Account-Based 


Traditional Marketing Marketing 


Attract people to your site 
& get them to fill out forms 


Nurture them with 


Engage them with 
automated emails UESN 


personalized campaigns 


Kentify target 
companies 


g relationships that 
ew Opportunities 


Figure 5.7: Account-based marketing (ABM). 


Source: https://www.drift.com/blog/what-is-ac- 
count-based-marketing/ 


5.5, ACCOMPLISHMENTS 
THROUGH MARKETING AUTO- 
MATION FOR A BUSINESS 


Marketing automation systems let organizations 
keep track, report, and react to different stages 
of a campaign. Now organizations are aligning 
marketing to sales. This increases revenue 
and overall business growth. All this is 
accomplished through automated: 


5.5.1. Targeting the Right Set of People 


Database is the basis of a campaign. It is the 
place where information about prospects and 
customers is present. Without it, marketing 
operations would not function effectively as 


Business Growth is 
a stage where 

the business reaches 
the point for expan- 
sion and seeks 
additional options to 
generate more profit. 
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Business Intelli- 
gence is a set of pro- 
cesses, architectures, 
and technologies that 
convert raw data into 

meaningful infor- 
mation that drives 
profitable busi- 
ness actions. 


they will not be able to segment and refine the 
prospects. 


5.5.2. Engagement 


Make use of all digital channels to engage with 
prospects and customers. Make sure that the 
messages are all aligned. 


5.5.3. Conversion into Leads 


If campaigns are automated then there are 
higher chances of conversion. Such campaigns 
are also more resilient for maintenance. This 
also results in improved buyer experience, long 
term relationships, and effective conversion 
data tracking. 


5.5.4. Analytics 


Buying cycle has a lot of stages. A campaign’s 
effectiveness can be measured at every point in it 
with the help of data and analytics. Organizations 
implement reporting and business intelligence 
to understand the impact of sales, marketing, and 
other efforts on overall business performance. 


With more and more people doing online 
shopping, the sales team is unable to physically 
see and learn from the physical behavior of 
prospects. Salespeople are beginning to study 
online behavior of prospects, sometimes almost 
exclusively. 


5.5.5. Making the Connection 


The messages that are sent from the marketing 
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department need to have relevant content and 
should be timely. Marketing research firm 
Chadwick Martin Bailey did a survey and the 
results showed that the second reason why 
people unsubscribe to any email is irrelevant. 


To a layman, it might seem that automated 
email would not generate target specific 
communication and hence would be outdated. 
This is not the case if, proper automation triggers 
are applied. With trigger-based marketing, 
responses can be predefined for behavioral 
attributes and actions. In case a customer clicks 
in an email then it shows interest in that offering. 
The response should be tailor-made for such a 
situation. 


Main points to consider in trigger-based 
marketing are timing and relevance. The 
marketing department should make sure that the 
content and timing of email messages are in line 
with the behavior of clients. They can optimize 
their points of engagement and encourage 
feedback via calls to action. Trigger-based email 
programs let the marketing department enhance 
their repository of customer information. 


They can transform existing customer data 
into measurable rules so that it becomes easier 
to determine what type of content needs to be 
sent to which customer and when. For example, 
suppose a customer clicks ona link in an email or 
call to action. This shows his interest. Predefined 
rules can be set in such a case to make sure that 
he receives tailor-made information as per his 
interest and his behavior. 
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5.5.6. Crunching the Numbers 


Automation systems are here to make life easy 
for you. They cannot take away all the tedious 
manual work, but they can do most of the heavy 
lifting for you. They make sure that you are 
on the right track with the right metrics while 
targeting your campaigns to the right customers. 
All this starts with a foundation of organized, 
targeted data accrual. 


It is not automation system’s nature to 
provide guesstimates. It instead filters through 
your chosen KPIs and parameters to provide 
information that enables targeted tailor-made 
information to be sent at the correct times in the 
buying cycle. It is important for organizations to 
understand the importance of data. 


We often see that at the executive level, data 
is not understood well. If data have loopholes, 
marketing department loses its leverage and 
wastes resources. When data is accurate, there is 
an increase in revenue, conversion rates as well 
as open rates. 


5.6. PROBLEMS RELATED TO 
MARKETING AUTOMATION 


There are a few people who say that automation 
results in problems due to the complex nature 
of automation technology. This is not true. 
Many people have complained because their 
software was used in a stand-alone manner. 
It wasn’t integrated with the entire system. 
Many organizations wonder if they would be 
justified to invest in automation software and 
whether it will achieve predicted ROI and 
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develop customers. The main reason for their 
apprehension is this stand-alone architecture. 


Stand-alone or siloed technology 
architecture can never be of use, especially as 
businesses come under increasing pressures 
to unify data and departments. Stand-alone 
marketing applications lead to problems that can 
come in the way of business growth. Following 
are the main issues that can be avoided by using 
a properly integrated system. 


5.6.1. Low Productivity Due to Process 
Inefficiencies 


In any office, inefficient processes and 
duplicated efforts lead to wasted time which 
could have been utilized elsewhere. If such 
inefficient processes and duplicated efforts 
plague the marketing department, then chances 
of errors increase, which ends up distracting the 
team from achieving their goals. 


The organizations which get stuck with 
stand-alone systems and do not invest in 
integrated systems, not only risk customer 
dissatisfaction but also risk impact on employee 
retention. 


5.6.2. Poor Decision-Making Capabilities 


In case there are multiple unintegrated software 
systems, there is a strong possibility that there 
would be multiple overlapping databases 
too. That means if someone decides to view a 
customer profile, then it would take an inordinate 
amount of time. In such a case, either the team 
member will have to manually take out the 


Employee reten- 
tion refers to all 
those practices 
which let the 
employees stick to 
an organization for a 
longer time. 
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information which might take a lot of time or he 
will simply move on without the information. 
In both cases, businesses either end up making 
critical decisions poorly, or they make hasty and 
risky decisions based on gut instinct (Figure 
5.8). 


Factors That Lead to Poor Decision-Making 


#0 A + 


Failure to align 
swor analysis SA Pilin st N and = kes strategy with 
capabilities and 
requirements 


Figure 5.8: Factors responsible for poor decision- 
making. 


Source. https://www.lucidchart.com/blog/webi- 
nar-critical-elements-for-better-decision-mak- 


ing 
5.6.3. Misunderstanding Customer Needs 


Understanding customers is the key for specific 
tailor-made communications. Marketing 
automation provides tools that capture data 
about the customers. 


When this data is integrated with your CRM 
or technology architecture, you give marketing 
team more insight into customer interests, 
actions, and pain points so they can tailor 
communications more effectively. 


5.6.4. Wasting Time and Money 


In case an organization has varied applications, 
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their IT department stays on its toes while 
integrating and managing them. Mostly, new 
versions keep coming and this makes the IT 
department busier than ever, while making sure 
that everything works together and smoothly. 
IT department wastes valuable time which 
could have been utilized elsewhere. Also, the 
maintenance cost of these systems is exorbitant. 


Many organizations invest in automation 
without thinking how more holistic technology 
architecture could have helped. Disconnected 
functional systems lead to process bottlenecks 
and employee productivity issues. If businesses 
must keep managing costs, then it will affect 
their growth. Integrated marketing automation 
systems can show the way forward and 
transform the way marketing and sales work 
while enabling them to produce positive results 
and take business to the next level of profitable 
growth. 
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REVIEW QUESTIONS: 


l; Explain Customer Relationship management (CRM). 


2: How the combination of CRM and ERM can provide the 
required technology to support marketing campaign? 


3. Explain benefits of marketing automation. 


For a successful buy-in from the management, what are the 
points that are required to be taken care of? 


5 Describe some beneficial factors that severely impact the 
business. 


Define revenue. 
Briefly explain automation of CRM. 
What do you mean by account-based marketing? 


2 eS 


How CRM automation enables the account-based marketing? 
10. Explain the issues related with marketing automation. 
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6 IMPACT OF 
MARKETING 
AUTOMATION ON 
BUSINESS 


ENT LEARNING OBJECTIVES: 
e B2B marketing After reading this chapter, you would be able to: 
e Business The major impact of marketing 
oo Cuius automation on business. 
e Customer Aids of customer relationship 
e Firms management. 
* Impact Advantages of marketing automation 
e Knowledge on B2B marketing. 
management Different ways of increasing the 
e Product positive impact of marketing 


e Sales productivity automation. 


132 Marketing Automation 


6.1. INFLUENCES ON PURCHASING DECISION IN 
B2B ORGANIZATIONS 


Della Bitta and Loudon have mentioned some of the environmental 
factors that have an impact on the behavior of business buyers. There 
are also some geographical and physical factors. Even when the largest 
players have marked their presence around the global marketplace, 
most of the companies prefer local supplies only. 


In many cases, organizations seem to be afraid to source the supplies 
from outside their own national boundaries, even when parameters 
like quality and cost will be in their favor. Cultural influences are the 
other major factor related to geographical influence. 


Cultures at various geographical locations are known for setting 
the attitudes, values, religion, customary behavior, and language of a 
given local market. In the case of the global market, cultural influences 
play a very important role. 


As per Terstra and David 1991, “In addition to geographical culture, 
the corporate culture, defined as ‘the way we do things around here’ 
effects on business people’s decision making” further, the standards of 
technological knowledge possessed by local suppliers also affect the 
purchasing power of buyers. The technological background of seller 
and buyer shall be compatible to each other. 


It can be a matter of concern in the global market ifthe technological 
parameters of the buyer and the seller are not same. Ethical influencing 
is a good example when it comes to influencers related to purchaser 
persona. In normal terms, it is expected that buyers will be in favor of 
the firms they work for above their own good! 


Anyhow, in most of the local markets these days, bribe is taken 
as a normal way of business practice leaving the sellers in an ethical 
dilemma. In most of the general cases, firms operate as per the 
legislation of the home country they are doing business in. 


Both the professional buyers and consumers are affected by the 
macroeconomic environment. For instance, a market forecast that 
says the national economy is heading to a decline and is in a state of 
recession, it is most likely that buyers will hesitate in committing any 
big investment in products. At a microscopic level, it has been noted 
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that companies that experience a fast growth in 
businesses have a better ability to pay for the 
supplies and possess high level of confidence. 


Further, legal, and political obligations also 
have affection, which means the at client’s local 
regulations and legislations. Due to the indirect 
pressure from trade barriers, trade sanctions, 
and other political means, the buyers are forced 
to get their supplies from selected markets and 
even from selected vendors. 


Also, political, and legal influences have 
affection, meaning the client’s local legislation 
and regulations. There are trade sanctions, 
trade barriers, and tariffs and other ways the 
buyers are being encouraged to buy from 
selected vendors and markets. There are also 
possibilities of supplier to benefit from political 
and legal influences by anticipating changes 
in the law. (Loudon and Della Bitta, 1993) In 
addition to environmental influences, business 
buyer’s decision is affected by organizational 
factors, which derive from corporate culture and 
corporate’s strategy. 


As per Zimmerman Blythe, business 
customers can be categorized into several 
types. Some of the categories are commercial 
and business organizations, governmental 
organizations, institutional organizations, and 
reseller organizations. Because the research 
work focuses on B2B marketing events between 
the businesses, one can hold the most favorable 
categories this part to commercial and business 
firms and reseller firms. On the basis of purchases 
faced by the buyer, multiple techniques are used 
by them. There are several reasons that can 
affect the decision for buying the commodity. 


Corporate 

culture refers to 

the shared values, 
attitudes, standards, 
and beliefs that 
characterize members 
of an organization and 
define its nature. 
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Similar to the Frequency, the strategic 
impact, the relative value, and the kind of 
relationship buyer shares with supplier do has 
an impact on the decision (Fill & Fill p.119). 
Further, to simplify the classification, there are 
some broad criteria known as Buy Classes. In 
1967, Robinson described these as modified 
rebuy, straight rebuy, and new task. 


On new buy, the item of purchase is new to the 
decision makers, and a great deal of information 
is required to support their decision-making. 
Possible alternative solutions are unknown, and 
all solution possibilities are considered as new. 


Modified rebuy is recognized to the buyer, 
but is still different from earlier situations. This 
means that more information is essential to 
support the buying decisions, but there is also 
past expertise, which can be utilized, meaning 
that the buying result needs new solutions along 
with old ones. Lastly, there is rebuy, that means 
the problem is similar to previous expertise. The 
buyer requires little to no information to support 
purchase decision, and alternative solutions are 
not required or sought. 


Robinson et al., has categorized buy phrases 
or stages that are brought into action before 
making any decision. The list is given from 
place where new task is purchased. This section 
majorly focuses on the new task purchase — buy 
class and the list are as follows: 


e Problem and requirement recognition; 
e Specification of product; 

e Product and supplier search; 

e Proposals evaluations; 


e Selection of suppliers; 
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° Final evaluation. 


6.2. THE BENEFITS OF CRM (CUS- 
TOMER RELATIONSHIP MAN- 
AGEMENT) 


Practitioner and researchers do mention that 
using CRM can have a lot of benefits. As per 
Richards and Jones, 2008, “The most important 
is the benefit of getting better sales and marketing 
information that improve the ability to target the 
profitable customers and segments and improve 
sales force efficiency” 


Figure 6.1: CRM helps in managing knowledge and 
optimizing it in the most efficient way. 


Source: https://cdn.pixabay.com/pho- 
to/2018/03/18/11/58/recruit-3236547_960_720. 
Jpeg 

Further, another major advantage of using 
CRM is that it can substantially improve the 
productivity by making certain modifications in 
the services and products offered by the company 
with the help of targeted market identification. 
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Data collection is 

the process of gather- 
ing and measuring 
information on 
targeted variables in 
an established system, 
which then enables 
one to answer relevant 
questions and evaluate 
outcomes. 


If we consider CRM as a process, the two major 
parts included in it are interaction management 
process and knowledge management process 
(Figure 6.1). 


Knowledge management is seen as an 
organizational process which deals with the 
storage, creation application and retrieval of 
knowledge. The micro processes are divided into 
three processes, intelligence generation, data 
collection, and intelligence dissemination. Data 
collection is majorly focused on gathering the 
information about the markets and customers. 


According to Zablah et al, (2004), 
Intelligence generation focuses on conversion 
of data which is collected through Operational 
intelligence. The last process is the dissemination 
of the intelligence into the organization. The 
process of knowledge management depends on 
the people that are utilizing it. Along with the 
tools at disposal, that are essential for generating, 
collection, and dissemination of knowledge, the 
organizational members make a huge impact in 
the whole process. 


Irrespective of the efficiency of the process, 
it depends on the scale firms are using this 
system. Also, CRM shall not be considered as 
not only as a technology, but it also consumes 
the information technology and brings together 
the new marketing ideologies with new 
technological advantages in order to keep and 
maintain relationships for a long term. 


CRM is all about a two-way communication, 
but the Internet has grown at a very high rate, 
according to Payne and Frow, (2004). Anyhow, 
as every coin has two sides, the internet also 
brought in the challenges as well. The customers 
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have started to use the various channels to 
connect with the organizations. This all gives 
rise to the growth of multichannel integration 
and efficient channel management (Payne and 
Frow, 2004). 


6.3. WHY MARKETING AUTOMA- 
TION MATTERS 


Some of the main benefits of automation include: 


e It allows the firms to run and control 
complex campaigns easily with very 
little or no manual support. 


e It allows the firms to reach highly 
targeted audiences at perfect times 
that brings out the maximum ROI. 


With all the time-consuming tasks being 
automated, like communicating with customers 
and engaging the customers, firms can loosen 
up some more time on creating highly impactful 
content and developing high-level strategies. 


Automation in marketing allows firms in 
efficiently engaging the customers and draws 
them in one to one conversation with the 
organization. Nonetheless, via through an email 
popping on the top of the customer’s inbox 
OT through a direct message to the customer 
via responding on their social media query, it 
helps the firms in staying in touch with their 
prestigious consumers. 


6.3.1. Start Off Small 


If the firms know the most optimal position, 
to begin with, getting started with marketing 
automation is a very simple task. Some of the 


Conversa- 

tion is interactive 
communication 
between two or more 
people. 
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good starting points can be simple, repetitive 
programs or campaigns like automated response 
emails, welcome programs, and re-engagement 
correspondence. The advantage of these 
messages is that they are easy to create, quickly, 
and consume data points that are generally 
embedded in the CRM of brands. 


Despite these messages being so easy to 
get up and running, they are a nice way to see 
quick results. The more you can get your brand 
name (and buying options) in front of potential 
consumers, the higher your conversion and click 
rates will be. B2C marketers can take benefit 
from marketing automation on a simple level to 
start swaying every part of the customer journey 
(Figure 6.2). 


cu 


SUPPORT 


Figure 6.2: CRM helps in enhancing quality, sup- 
port the business, innovate services and boost the 
sales. 


Source. https://live.staticflickr.com/5569/148 74 
127550_3cdb4e7965_b.jpg 
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Designing and creating recurring campaigns 
can also be a good first step in the direction of 
marketing automation. The simple rule is, once 
a campaign strategy that is good for the team is 
identified, repeating it will be a great choice. It 
is very simple to replicate the workflow designs 
in order to gain across various groups and 
audiences. 


The market insights based on data available 
in marketing automation solutions can be highly 
useful for the team in identifying the best places 
in implementation of the new workflows. This 
automation process will be a smart win and will 
release hours for the team in focusing on high- 
level strategies and critical issues. 


6.3.2. Grow and Innovate 


Growth is the key to success and when teams in 
the firm become comfortable with automation 
technology along with the advantages that it 
provides, the next step should be the innovation 
and growth prospects that promise better 
workflows. For example, A/B testing is a good 
way in identifying when and where to refine and 
optimize the strategies related to automation. 
The benefits of testing are that it enables you to 
deliver different versions of the same content to 
multiple groups, certainly helping in identifying 
whether a particular messaging is working up to 
the mark or not. 


Growth and innovation in marketing 
automation, helps in achieving vivid and multi- 
channel campaigns and content. Automation 
of content and messages through different 
platforms help in optimizing ROI. For example, 
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Website is a collec- 
tion of related net- 
work web resources, 
such as web pages, 
multimedia content, 
which are typically 
identified with a 
common domain 
name, and published 
on at least one web 
server. 


when email, website, and social media content 
is completely automated on the same cycle and 
is dependent on similar triggers, customers will 
see same messages and information across all 
the platforms. 


6.4. BENEFITS OF MARKETING 
AUTOMATION ON B2B MARKET- 
ING 


After marking its victory andrevolutionizingB2B 
marketing fields, marketing automation is all set 
to present its numerous advantages in the field 
of B2B marketing campaigns as well. Some of 
the advantages of marketing automation in B2B 
marketing include: 


6.4.1. Better Quality Leads 


The biggest benefit of marketing automation is 
the ability to generate more quality leads and in 
greater quantity. In fact, automation has resulted 
in a 451% increase in qualified leads being 
generated by B2B marketing campaigns. But 
how does automation achieve so much success? 
It is mainly due to the role that marketing 
automation plays during lead nurturing. 
Nurtured leads make 47% larger and timely 
purchases than leads that are not nurtured. 


Further, marketing automation helps in 
streamlining the process of lead nurturing 
and gives time for firms to focus on the more 
important factors at the correct time. 


Another process of lead scoring facilitated by 


marketing automation also helps firms in better 
recognition of leads that carry some fruitful 
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potential. Because of the fact that only high- 
quality leads can provide desired end results, the 
firms are only interested in forwarding only the 
most promising leads to the sales team. 


6.4.2. Increased Revenue 


As per the reports, around 78% of firms have 
implemented marketing automation technology 
in their primary revenue contributor and this has 
led to a substantial increase in the revenues for 
B2B marketing campaigns. 


Marketing automation allows firms to 
automate the critical marketing activities and 
hence allowing firms to focus on creating 
targeted content and adjusting the processes 
as per customer concerns by relocating its 
resources. Another advantage of marketing 
automation is its assistance in making good 
customer relationships, lead nurturing and lead 
scoring in an efficient manner, leading to better 
results for the businesses. 


Further, with the analysis of incoming traffic, 
marketing automation can understand the target 
audience and fine-tune its services and products, 
allowing firms in providing a better experience 
to the consumers. This technique has helped a 
lot of firms receiving more revenue with the 
help of higher quality leads as compared to what 
they have generated. 


6.4.3. Reduced Marketing Costs 


Companies that have not implemented the 
marketing automation should think again. 
It is expected that automation in marketing 


Target audience is 
the intended audi- 
ence or readership 
of a publication, 
advertisement, or 
other message. 
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has reduced the marketing overhead costs by 
around 12.2%. The reason is that earlier, tasks 
like following up on repeat customers, sending 
the emails and pursuing leads were manual and 
marketing automation has taken over all of them 
and substantial gains were produced. Hence 
it can be stated that Workflows provided for 
these purposes inside the software gives better 
outcomes and that too at a minimum price. 


Hence, it can be said that with marketing 
automation and strategy are giving more with 
less. Fewer workforces are needed dedicatedly 
for the marketing process. This gives an 
opportunity to efficiently channel this hard- 
earned money among all the qualified leads only. 
The benefit of this is reduction in marketing 
costs and less wastage. 


6.4.4. Increase in Sales Productivity 


The productivity of the sales team is greatly 
improved as a result of marketing automation. 
In fact, sales productivity increased by 
14.5% for B2B companies using marketing 
automation. Only the hottest, most qualified 
leads are channeled to the sales department as 
a result of a more efficient marketing campaign. 
Automation allows for leads to be nurtured until 
they are sales ready, and lead scoring provides a 
benchmark that allows for only qualified leads 
to be targeted (Figure 6.3). 
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Figure 6.3: Marketing automation has changed the 
sales business and has brought revolution in this 
market segment. 


Source: https://cdn.pixabay.com/pho- 
to/2017/02/14/07/54/sale-2065 116_960_720. 


JPE 


The sales and marketing departments also 
seem to become more productive as they have 
made parallel their efforts so that they can 
develop more effective workflow, share quality 
information and find out the most promising leads 
that have more chances of making a purchase. 
The final output is that Marketing Automation 
has increased the productivity of the sales team 
and proved it to be very successful in pursuit of 
high-quality leads. 


6.4.5. Marketing Automation Saves Time 


The staff is already preloaded with the scheduled 
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tasks. With the help of tools of marketing 
automation, social media posts can be scheduled 
and campaigns can be set up in advance. It has 
been possible to schedule a particular batch of 
emails and posts for a specific date and time 
in the future. The benefit is that it will ease the 
team by reducing the daily task of sending post 
messages and emails. 


6.4.6. Improved Customer Experience 


As the marketing automation technology makes 
it possible to develop more custom-tailored 
campaigns, the prospects will not feel to be 
“spammed” with the unnecessary content. The 
focus area of these campaigns could be particular 
product and services. 


Tailored email content or the items liked by 
the prospects during his internet surfing. The 
automated marketing software keeps a track of 
consumer’s preferences and activities over the 
net, so that firms can know where and what the 
choices of consumer lie. 


6.4.7. Consistency 


Your marketing process will be consistent if you 
use marketing automation tools. The similar 
activities will generate the monotonous results. 
For example, if a user subscribes to your blog, a 
procedure can be created to automatically send 
a welcome email, add them to your contacts 
database and provide follow-up offers. So, 
no matter when a person enters the workflow, 
they'll receive the same results. 
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6.4.8. Coordinated Multi-Channel Cam- 
paign Automation 


The marketing team’s puts in a lot of effort in 
reaching out to as many consumers as possible, 
reason being the fact that customers often switch 
the platforms they used to shop from earlier. 


With automated marketing techniques, it is 
possible to reach the customers through different 
channels, devices, and platforms and serve them 
with conditional and relevant content along 
with smart segmentation. The various channels 
at disposal are social interactions, emails, push 
notifications, SMS alerts, targeted ads and much 
more. 


As the today’s shopper is rational and hops 
from one brand to another, marketers have 
understood the need to coordinate their different 
campaigns running across multiple channels, 
platforms, and devices. The reason behind this 
is very simple, ‘when the customer is present 
everywhere, brands should also!’ Automated 
marketing has made it very easy for brands to 
attain this omnipresent status that directly helps 
them in achieving their business goals. 


With the marketing automation at 
disposal, marketers can target the consumers 
with conditional content, hyper-relevant 
recommendations and smart segmentation, not 
only through SMS messaging, emails, but also 
through push notifications, social interactions, 
targeted ads and more. With all these coordinated 
and automated marketing practices, they can 
help firms in interacting with customers with 
very little effort and most importantly, more 
effective and personalized experience for the 
customer. 


Segmentation means 
to divide the market- 
place into parts, or 
segments, which are 
definable, acces- 
sible, actionable, and 
profitable and have a 
growth potential. 
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6.4.9. Marketing Strategy Optimization 


In automated marketing, it is possible to evaluate 
the various strategies that are implemented and 
can be compared with others in order to find 
which strategies are more effective, and what 
types of messages and platforms are preferred 
by the audience. 


On the basis of results, automation allows 
you to simply test, change, and re-test the 
strategies. This permit firms to find out what 
strategy works out the best and further optimize 
it for the most promising results. 


6.5. OTHER WAYS MARKETING 
AUTOMATION CAN IMPACT BUSI- 
NESS 


By pushing the automation platforms to do more 
of the strategic work, marketers can bestow 
more time to focus on business-critical, high- 
level aspects of marketing strategy. They are 
able to think strategically and be more creative, 
creating higher quality content and customer 
messaging. 

This high-level thinking, added to the 
productivities of automation, can make the best- 
case scenario of more leads, better productivity, 
more revenue, and generally more success for 
both the marketing team and the business overall. 
Mentioned below are some of the examples to 
understand the role of marketing automation 
technology in improving the business figures by 
engaging more customers. 
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6.5.1. Fully Automated Welcome Pro- 
grams 


In order to create a long-lasting relationship 
with the customer, the brand can just easily start 
with a simple welcome program. It starts from 
the moment when that first email, brands send 
to a customer who has subscribed to an email 
newsletter or has created an account. 


The main purpose to reach out the with this 
initial mail is to let the customer know what he 
or she can expect from the brand, share the deep 
details of products and services offered by the 
brand and motivate the new customer to on 
board and start their journey of shopping. 


Another benefit of welcome emails is that 
they are a great way to gather more information 
and behavioral data of the consumer. If through 
marketing automation, firms ask the customer 
about more data or ask him to take a certain 
action, the data collected can be used for additive 
communication, personalized incentives, and 
customized on-page content and other benefits. 


6.5.2. Powerful Customer Retention Pro- 
grams 


Today’s advanced and dynamic lifecycle 
campaign automation, for example, abandoned 
cart campaigns and win-back campaigns have 
a huge impact on the bottom lines of any 
brand. Irrespective of the fact that how good 
is the product, the brand, the website interface, 
personal factors to come in the way of making 
that final purchase by the customer. 


According to a research by Harvard Business 


Brand is a name, 
term, design, symbol 
or any other feature 
that identifies one 
sellerys good or 
service as distinct 
from those of other 
sellers. 
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School, “Customer retention is one of the 
easiest ways to raise profits; in fact, increasing 
customer retention rates by just 5% can increase 
a company’s overall profit by up to 95%” 


In order to bring back the customer and 
re-engage them with the brand, it is necessary 
to automate the retention programs that are 
triggered by defining period of inactivity or 
abandoned cart, by constructive, relevant, 
and timely messaging. Hence, with the help 
of automated marketing technology, it is 
becoming easier to potentially bring back the 
lost customers and raise the revenue figures and 
that too with negligible manual effort on behalf 
of the marketing team. 


6.5.3. Improved Customer Personaliza- 
tion 


No one wants to feel like a number, particularly 
by their favorite retail brand. Marketing 
automation can help businesses create fruitful, 
strong, holistic customer profiles. Businesses 
can analyze these segments and profile their 
customers into highly targeted audiences, 
ensuring the relevant message gets to the right 
person, on the right channel, at just the right 
time. 


These profiles can be automatically and 
continuously updated through the marketing 
automation solution, ensuring that the 
information is always up-to-date without having 
to task marketing teams with sifting through 
massive amounts of data. 
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6.5.4. The Ability to Test, Optimize, and 
Test Again 


While all of the above-mentioned strategies 
are very effective marketing automation tactics 
that help business gain more profits and better 
customer engagement, this one is by far one 
of the best strategies. Marketing teams have an 
expertise in quickly identifying what messages 
are best for what type of customers and when, 
where, and how to send these messages to gain 
the maximum profits. They can consistently 
optimize, test, and re-test creative execution, 
different messages and also the subject lines. 


This sort of data is important in order to 
optimize the content that results in minimizing 
the money and time going to waste. 


6.6. WAYS TO BOOST THE IMPACT 


Automated marketing is considered on the 
most precise and sophisticated tools available 
in the market thus far in terms of its efficiency 
and precision. Marketing automation can 
deliver exactly what a prospect looks for. This 
section highlights some of the challenges faced 
by marketers in the marketing automation 
technology along with the best possible solutions 
for these hurdles. 


6.6.1. Overcome the “Set It and Forget It” 
Mind Set 


A lot of marketers when hear “automation 
marketing,” they consider it as a “one-time 
effort.” But unluckily, it is not true not only for 
marketing automation, but for any marketing 


Customer engage- 
ment is a business 
communication 
connection between 
an external 
stakeholder 
(consumer) and 

an organization 
(company or 
brand) through 
various channels of 
correspondence. 
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tool. Though the marketing automation makes 
it simple to generate and nurture the leads while 
you can take a nap, through pre-created mails, 
but this does not mean that job of marketer is 
done here. 


It is very important to oversee the results of 
the campaign and consistently modify the emails 
in order to achieve the improved results. And 
with time when new marketing campaigns are 
launched, the marketing automation becomes 
the foundation of all the effort going into that 
campaign. Key Takeaway: it can be derived 
from the above discussion that marketing 
automation is not there to do your work, but it 
is there to help you in automating redundant and 
repeatable tasks and extend the insights so that 
marketing tasks can be improved. So, it should 
only be used as a tool and continuous work shall 
be done to improve the results. 


6.6.2. Mind the Gap with Your Sales Sys- 
tems 


Unfortunately, there is often a lack of integration 
between marketing automation and sales 
systems. In fact, there’s often a disconnect 
between Sales and Marketing teams, period, and 
this lack of alignment is a barrier to adoption 
of marketing automation for 30% of companies. 
The left foot doesn’t know where the right foot 
is stepping, and that makes it difficult to work 
together. 


Marketing automation has the power to show 
you the revenue driven by marketing efforts, but 
dumping a lot of unqualified leads on your sales 
team won’t win you any friends. 
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6.6.2.1. Key Takeaway 


Communication is key here. Make sure Sales 
is involved in the processes. Establish the 
mindset of Sales and Marketing being strong 
partners with a common purpose. Work with 
your sales team to align processes between the 
two departments, and to set common definitions 
and clear goals. Meet regularly to ensure that 
marketing automation is complementing and 
contributing to the sales efforts. 


6.6.3. Set Goals for Marketing Automa- 
tion 


Using automated marketing randomly just 
because an idea popped in your mind that you 
should, will not provide the desired results. It 
is required that you should set the goals first 
and have a basic understanding of the reports 
that you want to get by implementing marketing 
automation in your business. It is known that all 
the insights you can get will be of use, but the 
focus should be on the ones that can contribute to 
your understanding and reduce the gap between 
you and your goals. 


Key Takeaway: this ability to provide 
useful analytics is seen as one of the best 
and most effective feature of marketing 
automation. It is very important that you have 
a strategy in mind and know your goals for 
your marketing automation. It is necessary for 
you to transparently define your strategy and 
continuously evaluate the results. 


Sales are activities 
related to selling or 
the number of goods 
or services sold ina 
given time period. 
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6.6.4. Define Your Processes before 
Launching 


For some reason, many marketers do this 
the other way around: they start using their 
marketing automation system, and then define 
processes. But it’s a whole lot easier if you first 
understand your buyers and their journey in 
researching and then making a purchase. From 
there, you can define the processes you will 
use to nudge potential customers into your lead 
funnel and nurture them from there. 


Key Takeaway: this is known that better 
results are obtained when the automation starts 
with the known processes and is repeated for 
best results. Indulgence of sales team is also 
very important while defining these processes. 


6.6.5. Stop Trying to Do It All at Once 


As every coin has two sides, there are some 
companies that are unable to derive benefits 
of all the available features in their marketing 
automation, cases have come forward that come 
firms go overboard and end up frustrated with 
marketing automation. 


Though the marketing automation is loaded 
with some of the great and amazing features, but 
using them all at once will only create a ruckus 
and no profit at all. It is best to implement one 
feature at a time and then adding more after 
that. This can help firms in identifying what the 
feature is actually generating the results instead 
of finding out which of the many components 
you ve thrown together actually generated those 
results. 
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REVIEW QUESTIONS 

1. Discuss the influence of marketing automation on the pur- 
chasing decision in B2B organizations. 

2. List down some of the most popular benefits of CRM. 

3. Pen down the reasons on the importance and need of mar- 
keting automation in today’s business scenario. 

4. List down some of the benefits of marketing automation on 
B2B marketing. 

5. Write down the ways in which marketing automation can 
have an impact on businesses. 

6. What are the ways to boost the impact of marketing auto- 
mation? 

7. Why it is important to set goals for marketing automation? 

8. What do you mean by marketing strategy optimization? 

9. How revenue increases with the use of marketing automa- 


tion? 


10. Explain consistency in terms of marketing automation. 
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7.1. NOT UNDERSTANDING THE BUYER’S JOUR- 
NEY 


It is intriguing to witness that numerous organizations are yet 
deploying and developing promoting efforts in a similar way in which 
they generally have, in a siloed and strategy-driven way, implying 
that the power and guarantee of these new apparatuses are not being 
figured out. 


In the wake of working with various organizations to execute 
campaign automation apparatuses as a feature of their more extensive 
client driven advertising activities, several difficulties have been 
figured out that can shield you from understanding the maximum 
capacity of your campaign automation instrument. Here is a more 
intensive gander at some of them, alongside tips to beat them. 


Each prospect that turns into a client goes on a particular 
adventure to arrive. An amazing number of organizations, in any case, 
still do not comprehend what that venture resembles. This absence 
of understanding presents a noteworthy challenge for showcasing 
automation achievement. 


Organizations may have a general feeling of the way purchasers 
take. At the same time, ordinarily, when we are executing promoting 
mechanization for another customer and we request that they place 
themselves in the purchaser’s seat, things get fuzzy. Most organizations 
will in general view the purchasing procedure from their own points 
of view, when truly it ought to be seen from the client’s viewpoint. 
It’s critical to take note of that the purchaser’s voyage is unique in 
relation to the business channel. Though the business funnel applies to 
all prospects and is comprised of obviously characterized stages, the 
purchaser’s adventure is more nuanced. 


Think about the business funnel as the phases of life (newborn 
child, toddler, teenager, grown-up, and so forth.) in transit toward 
development, while the purchaser’s voyage speaks of how every one 
of us independently arrives. Purchaser personas catch these subtleties. 


When we create personas, we pick up something more than 
statistic data. We attempt to illustrate a genuine individual — his/ 
her job, obligations, difficulties, inclinations, and torment focuses. 
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For instance, rather than saying ‘Our clients 
are average sized vehicle parts makers,’ we 
state, ‘Our client (persona) is the designing 
administrator at a $200 million dollar car plastic 
part producer.’ 


7.2. SHORTAGE OF CONTENT 


Not having enough substance is a potential 
entanglement for any business; however, it is 
made increasingly intense when advertising 
automation comes into the image. Why? Since 
promoting automation assists a more long-term 
sustaining process and requires a relentless 
supply of client-centered substance so as to 
work at its best. Rather than conventional 
‘spray and pray’ email crusades, showcasing 
mechanization is centered around tailoring 
substance to be receptive to the activities and 
behaviors of beneficiaries as they advance 
through the purchaser’s adventure. Be that as it 
may, we locate that numerous customers are not 
ready for the measure of substance they have to 
help a multi-stage, behavior-based crusade. 


The realistic underneath demonstrates the 
distinctive sorts of substance most appropriate 
for each phase of the essential sales funnel. 
It is imperative to have a broad library of 
substance that you can pull from at any point 
of time, including infographics, white papers, 
photography, case studies, video, competitive 
comparisons, sound, and so forth. Awareness 
content is typically simple to create, in light 
of the fact that it will in general be the “who/ 
what” content that most organizations as of now 
incorporate into handouts or on their sites. 


Awareness is the 
ability to directly 
know and perceive, 
to feel, or to be 
cognizant of events. 


158 


Marketing Automation 


Where things get troublesome is in the 
intrigue/thought and choice phases of the 
business channel. As your prospects travel 
through the channel, their queries will turn out 
to be progressively explicit, so your substance 
ought to develop more focused so as to address 
those inquiries. Our customers generally have 
a couple of bits of substance for these stages; 
above all, they are presently engaging with 
customers who are at these stages and generally 
have a couple of pieces of this kind of substance. 


What numerous customers need, in any case, 
are varieties of these substance components that 
can be utilized for when a prospect stalls out at a 
specific stage and should be informed on various 
occasions. You would prefer not to send that 
prospect a similar piece of data again and again, 
so you need inconspicuous varieties on that 
substance. Additionally an absence of completed 
substance, numerous customers likewise comes 
up short on the staffing or, for the absence of a 
superior word, the innovativeness to know how 
they can use and repurpose existing substance in 
engaging and new way. 

There’s an assortment of things we do to 
support these customers, including: 


e Conducting a substance stock. We 
classify anything and everything that 
could be a substantial asset. 

e Reviewing what contenders are doing. 

° Identifying topic specialists inside the 
organization that could be utilized as 
assets for making new substance. 

e Identifying assets accessible from 
industry group or association. 

° At last, quality written substance 
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makes all the difference. Having 
a plenitude of it is perfect; having 
enough is fundamental. 


We have discovered that when customers 
need content or the assets to produce it, the nature 
of their messaging endures and their eagerness 
winds down — the two of which are dead ends 
for advertising automation achievement. 


7.3. COMMITTING INSUFFICIENT 
TIME & RESOURCES 


Great promoting automation isn’t programmed. 
It requires efforts and time. Think about 
all the messaging undertakings required: 
making content, work processes, landing 
pages, messages, and structures; planning 
and strategizing; tweaking and analyzing; and 
managing records and crusades. These errands 
don’t achieve themselves. 


Customers that are promoting organizations 
or that have in-house advertising groups need 
not to bother with any persuading. They are 
accustomed to producing loads of substance 
all the time and comprehend the work that 
is required. Yet, customers who are new to 
advertising forms frequently undermine the 
measure of efforts required. 


This is particularly valid for customers 
who have not done much earlier marketing or 
promoting however, are swinging to advertising 
mechanization as a magical answer for 
expanding sales. It is “programmed,” they think. 
Assuming, as it were. Not submitting adequate 
time and assets presents a large number of 
difficulties: 
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e It undermines the substance pipeline 
— qualitatively, quantitatively, and 
sometimes both. 


e It hinders the majority of your 
procedures. 
$ It can prompt customer restlessness 


and disappointment. 


This last point merits discussing further. 
Numerous customers start to salivate when 
they hear the unbridled guarantee of advertising 
automation — ‘increase conversions by 30%, 
Increment sales by 60%, increment your 
average sale by $15.’ — believing that they are 
going to see quick outcomes. This can prompt 
restlessness on their part when they do not 
see the outcomes, they need medium-term. 
For B2C customers, fast outcomes may be to 
some degree sensible desire. It is additionally 
sensible for B2B customers whose advertising 
mechanization objectives are all the shorter 
term, for example, expanding online course 
enlistments or participation at occasions. 


However, Business to Business organizations 
that have long sales cycles should be reminded 
that advertising mechanization sets aside some 
effort to work its supporting enchantment. We 
tell customers it can take a half year to a year to 
start to see genuine outcomes from advertising 
mechanization. It requires investment to develop 
a past filled with conduct that can be followed 
up on. In any case, when that information 
is accessible, the advertising mechanization 
potential outcomes are for all intents and 
purposes interminable. 
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7.4. DATA MISTAKES 


Information is the backbone of marketing 
automation, and it arrives in an assortment of 
structures, including: 


° Lead profile data; 

° List data; 

° Email performance data; 
° Website visitation data; 

e CRM/sales data. 


Missing or messy information in any of 
these regions can contrarily affect advertising 
automation execution. The most well-known 
information mistakes we see identify with list 
data and lead profile. Lead profile information is 
all the stuff you think about a lead (i.e., a contact). 
This incorporates the sequential number sort of 
data — name, telephone number, email address, 
title — yet can and ought to likewise incorporate 
extra data that lets you round out an individual’s 
identity. Organizations that effectively utilize a 
CRM frequently have profound and wide lead 
profiles. They can distinguish, for instance, 
which service or items a lead has utilized before; 
the amount he has bought; which conferences or 
shows he has visited; and more. 


This sort of data goes far in helping 
advertisers create customized messages that 
will reverberate with their leads. Numerous 
organizations essentially come up short on this 
sort of itemized data about their leads. Utilizing 
dynamic profiling assists to build out these 
profiles with time, however adequacy endures 
then. Custom fields are an incredible method 
to capture extra information about leads, all the 
more quickly, and we use them broadly in the 


Perfor- 

mance generally 
comprises an 

event in which a 
performer or group 
of performers present 
one or more works of 
art to an audience. 
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majority of the advertising automation stages 
that we work with. 


7.5. USING MARKETING AUTOMA- 
TION LIKE TRADITIONAL EMAIL 


The fifth and last entanglement, we see 
organizations surrender to with advertising 
automation is utilizing it like a conventional 
email program to send customary trickle 
messages or one-measure fits-all messages. We 
frequently observe customers do this when they 
initially get into advertising mechanization. It is 
a characteristic result of a walk-run fly approach, 
so it makes sense. Yet, when our customers 
fabricate a stockroom of client information, 
we unequivocally encourage them to study that 
data to make conduct based supporting efforts 
around regular exercises. 


In this manner, we encourage them to get 
on board the automated train as fast as could 
be allowed, to make everything increasingly 
productive. For example, if an organization that 
conveys a customary month to month bulletin 
sees that a specific branch of knowledge produces 
a ton of traffic every month, its promoting group 
should create follow-up messaging around that 
point and set up a mechanized email campaign 
focusing on the individuals who communicated 
intrigue. Another promoting computerization 
includes that we urge our customers to exploit 
its dynamic substance. 


It enables you to create content — from 
emails to landing pages and more — that 
changes dynamically depending on the client’s 
inclinations and attributes. The most evident 
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unique substance precedent is a beneficiary’s 
name. Organization names are likewise a typical 
unique component. 


Yet, there are significantly more noteworthy 
potential outcomes. For instance, we have a 
Business to Customers insurance customer 
whose site, contact structure enables guests to 
show their territory of enthusiasm, with up 
to six unique potential outcomes. As opposed 
to making a few dozen distinct messages, we 
have manufactured one email that progressively 
embeds content as per the beneficiary’s 
communicated intrigue. 


7.6. INABILITY TO “PLUG AND 
PLAY” 


Campaign management devices were initially 
made to address the issues of businesses 
outside of pharmaceuticals, for example, 
retail, consumer packaged goods, travel, and 
monetary administrations, so pharmaceutical 
organizations frequently cannot attach and 
play these instruments like various enterprises 
can. Since marketing and sales coordination 
is currently turning into a reality for various 
pharmaceutical organizations, it tends to be 
hard to realize how to take full advantage of a 
campaign management device. 


While the pharmaceutical business battles 
to change its plan of action to coordinate the 
present market condition, where clients expect 
an increasingly harmonized and customized 
experience, the industry regularly is faced 
with utilizing new advancements in an old 
worldview. Nonetheless, regardless of whether 


Enthusiasm is 
intense enjoyment, 
interest, or approval. 
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Reconciliation is an 
accounting process 
that uses two sets 

of records to ensure 
figures are correct and 
in agreement. 


your association is still conveying  siloed 
advancements by strategies or brands, marketing 
automation apparatuses can at present improve 
marketing activities with healthcare suppliers in 
the accompanying regions: 

Empowering advancement to be receptive to 
a health care supplier’s commitment (evolving 
substance, channel, and timing) in a mechanized 
design. For instance, if an HCP demonstrates a 
partiality for email by opening a headquarters 
email on item adequacy, you can trigger that 
client to get supporting messages by means of 
headquarter email, too. You can likewise change 
the conveyance rhythm of each supporting 
message to improve that client’s commitment 
with the crusade. 


e Giving a reconciliation point among 
individual and non-individual 
advancement to make a constant 
encounter for the client. We have 
seen that incorporating sales and 
advertising can convey a 6% 
expansion in the quantity of new 
writers of medicine, contrasted with 
utilizing sales or marketing alone. 


° Eliminating manual processes and 
making operational efficiencies, for 
example, automating your objective 
email records for each campaign. 


As your association develops and starts 
arranging advancements around clients, not 
strategies or brands, promoting automation 
instruments can be utilized to their fullest 
potential, empowering a client-driven 
methodology that is really felt by clients. Clients 
will: 
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Receive coordinated messages crosswise 
over brands that are pertinent to them and 
served up through the channels that they utilize 
most. We have even observed life sciences 
organizations encounter up to a 35% expansion 
in client commitment by synergizing messaging 
crosswise over strategies. 

e Feel as ifevery connection has reacted 

to in a proper manner. 


e Feel that the organization’s 
interactions are improving with time 
with less and less spam. 


e Appreciate a less incoherent encounter 
between their discourses with a rep 
and the data that they get through the 
email and different channels. 


So as to understand these objectives, begin 
with structuring your client’s promotional 
encounter within a brand. Generate a message 
stream and channel approach to deal with 
becoming familiar with your client’s inclinations, 
or buy channel affinity information that gives 
bits of knowledge into which channels every 
client is utilizing, at that point make promotional 
understanding around that. 


When you’re ready to do this adequately, 
and on the off chance that you wind up in a 
situation that is ending up less brand-siloed, 
start by taking a gander at the overlap of your 
objectives crosswise over brands. 


When you comprehend the encounter that 
your clients are getting from you crosswise over 
brands (maybe inadvertently), utilize verifiable 
investigation to start structuring this encounter 
pushing ahead. In case you are capturing client, 
commitment information and utilizing it to 
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impact future crusades along the way, your 
clients’ experience will improve as you learn 
from their conducts. 


7.7. PROVIDING THE ROIOF YOUR 
MARKETING ACTIVITIES 


7.7.1. Why It’s a Challenge 


Estimating the ROI (return on investment) of 
your advertising exercises has remained a top 
advertising challenge year after year. Be that 
as it may, it additionally keeps on being an 
essential way for advertisers to comprehend the 
adequacy of every specific promoting effort, bit 
of substance, and so on. 


In addition, demonstrating ROI regularly 
runs connected at the hip with making a 
contention to build spending plan: No ROI 
following, no self-evident ROI. No ROI, no 
financial limit. 


Yet, following the ROI of each and every 
advertising action is not simple in every case, 
particularly on the off chance that you do not 
have two-way correspondence between your 
sales report and promoting activities. 


7.7.2. What Can You Do? 


With regards to giving ROI, there’s a solid case 
to be set for dedicating resources and time for 
setting up connections between sales results and 
promoting exercises. This implies utilizing both 
a CRM arrangement (like HubSpot’s free CRM) 
and promoting programming (like HubSpot) 
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and afterward integrating them to close the loop 
between your sales efforts and advertising with 
a service-level agreement (SLA). That way, you 
can legitimately perceive what number of clients 
and leads are produced through your advertising 
exercises. 


We have discovered there is no preferable 
combination over having a Service Level 
Agreement and doing inbound promoting. 


As per the current year’s report, inbound 
associations with service level agreements are 
three times more likely to rate their promoting 
technique as efficient contrasted with outbound 
associations with misaligned advertising and 
sales team. 


7.8. OVERCOMING THE MAIN 
CHALLENGES 


Each role is accompanied by its difficulties. 
A few people’s occupations are even devoted 
to settling difficulties for various experts. 
The Information Technology office is there 
to streamline personal computer use, Human 
Resource works to guarantee satisfaction of the 
employees and Marketing helps in making the 
job of the sales team simpler. It was marketing 
experts that swung to innovation for help in 
supporting their endeavors. 


Marketing Automation Platforms (MAPs) 
essentially diminished the physical work it 
takes to advance social posts, messages, and 
other inbound advertising collateral. Highlights 
of these apparatuses assisted in analytics issues, 
scheduling issues and incorporation with 
different business innovation. 


Service-level 
agreement is 

a contract between 

a service provider 
and its internal or 
external customers 
that documents 
what services the 
provider will furnish 
and defines the ser- 
vice standards the 
provider is obligated 
to meet. 
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In spite of the fact that MAPs have advanced, 
to fit certain requirements, there are as yet a 
couple of problems tormenting advertisers 
utilizing marketing automation. An ongoing 
study revealed the difficulties advertisers face 
even while utilizing MAPs. 


Here we give some understanding about 
those marketing automation challenges and 
propose a few answers for overcoming them, 
getting advertisers back to executing their 
objectives. 


7.8.1. Data Quality and Management 


Management and data quality are at the highest 
priority on the rundown of marketing automation 
challenges witnessed by advertisers. With 30% 
and 23% individually worried about these two 
highlights, its unmistakably the convergence 
of information can be overpowering if a MAP 
cannot satisfactorily deal with information. 
Half of advertisers are appropriately worried 
about information hygiene on the grounds that 
an absence of precise, complete, and up to date 
data prompts additional time overseeing and 
translating investigation. 


The answer is finding a MAP that assists 
you in comprehending your information. This 
is where investigated before usage goes a long 
way. There are numerous platforms accessible 
that are tending to information availability and 
accuracy. When you discover the MAPs that 
clearly characterize, groups, and give significant 
information for your advertising endeavors, you 
can start to comprehend these studies, use them 
further for your advantages and coordinate them 
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with other advertising activities like web-based 
media. 


7.8.2. Lack of Time and Budget 


Because of the query, ‘What is preventing 
advanced marketing?’ 40% of MAPs utilizing 
advertisers, addressed insufficiency of spending 
plan, simply behind the 45% who addressed the 
shortage of time. These are two issues numerous 
associations face; however, it is especially 
thwarting to a B2B promoting group. It regularly 
appears that there are insufficient hours in a day 
or dollars in the financial backing to finish every 
one of the assignments required. 


In spite of the fact that these are worries from 
MAPPERS, those are the very things a MAP 
ought to unravel. Planning highlights reduce 
the time advertisers are spending in conveying 
posts and give them more opportunity to make 
insightful and fruitful substance. An advocacy 
highlight is a free method for advancing service 
and product with the assistance from internal 
workforce. Also, the study of social media 
and marketing endeavors planning gives solid 
evidence of ROI, which ought to streamline 
spending plan, not deplete it (Figure 7.1). 


As MAPs become progressively refined and 
custom fitted to advertisers’ needs, they should 
not confront these difficulties as frequently. 
Meanwhile, they can execute a platform that 
has each of the abilities for making their roles 
simpler. 


Spending plan is 

a document used to 
determine the cash 
flow of an individual 
or family. 
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Figure 7.1: Time management is one of the most 
important factors that could help in overcoming all 
the challenges of marketing automation. 


Source: https://cdn.pixabay.com/pho- 
to/2017/03/05/20/09/hurry-2119711_960_720. 


JPE 


7.8.3. Barriers to Content Development 


While we are not going to resolve these concerns, 
there are a few methodologies that can assist. 


Make full crusades before 
distribution starts. Like what number 
of pharmaceutical organizations 
approach adherence programs for 
buyers, you can completely create 
content for HCP programs before 
distribution starts. This methodology 
enables you to utilize insurance at the 
time that it’s required depending on 
the experience that you have intended 
for your client, not founded on when 
it was authorized by the audit council. 
Use layouts. While customizing 
messages with the recipient’s name 
and right greeting has turned out to 


This 
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be typical, this similar utilization of 
layouts can be applied to passages 
that feature an item’s quality: for 
instance, featuring viability (and the 
related legitimate verbiage) to clients 
who react to that message versus a 
safety message for different clients. 


methodology lessons in general 


inventive expenses, take into consideration 
personalization of informing and assists with 
effectiveness through the survey procedure. 


Utilize a different audit board of 
trustees. Unluckily, the sheer volume 
of material that should be audited 
for all marketing activity can in 
some cases cause non-individual 
advancement to tumble to the base 
of the priority list. Since it is hard 
to contend that items for promotion 
required by the most costly resource 
(sales representatives) should hold 
up until, an email campaign is looked 
into; perhaps a decent methodology 
is to make a committee to review that 
has duty regarding non-individual 
advancement for various items in an 
establishment. 


The committee could work from the 
rules set up by the principle survey council, 
however focus their endeavors around non- 
individual promotional strategies. As they 
become proficient at working with formats and 
comprehension non-individual advancement, 
the accumulation can be disposed of. 


Generally, marketing automation devices 
can be powerful in conveying customized 


Personaliza- 

tion consists of 
tailoring a service 
or a product to 
accommodate 
specific individuals, 
sometimes tied to 
groups or segments 
of individuals. 
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marketing depends on the information that you 
gather from interactions with your client. Truth 
be told, we have discovered that the correct 
sequence of promotion can expand solutions 
created from a crusade by 25%. In the event 
that you set aside the effort to plan promotional 
experience for your client, gather as much 
granular commitment information as could be 
expected and utilize ways to deal with effectively 
enhance pertinent substance, you can start to 
understand the maximum capacity of marketing 
automation instruments as empowering agents. 
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REVIEW QUESTIONS 


I, 


= 


% 


List some of the key challenges of marketing automation? 
How shortage of content becomes a major issue in the 
marketing automation? 

Define email performance data. 

What do you mean by data mistakes? 

How marketing automation can be used as a traditional 
mail? 

Explain “Plug and Play” in context to marketing automa- 
tion. 

Why providing ROI of marketing activities is a challenge? 
Briefly describe Service-level Agreement (SLA). 

How the challenges associated with marketing automation 
can be tackled? 


10. List down the barriers of content development. 
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LEARNING OBJECTIVES: 


After reading this chapter, you would be able to: 
The future aspects of marketing 
automation. 

Various predictions for marketing 
automation. 


Growing trends of marketing. 


Trends describing the future of 
marketing automation. 
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8.1. INTRODUCTION 


Data-driven technologies are considered to be the future of everything 
by many, and marketing is surely not outside its periphery. 


Marketing automation is a well-known concept for the industry 
insiders and is often used as a buzzword to drop in casually. 


Before trying to understand the basic concepts of marketing 
automation, let us do a quick recap and explore its possibilities. 


The prime function of marketing automation is to help marketers 
in managing their customer relationships better by automating 
repetitive tasks such as sending emails, developing posts for social 
media, creating, and nurture leads, execute some activities and contact 
lifecycle stage changes. Conventional generalized drip campaigns and 
internal notifications have been now upgraded to do more. 


For small businesses it is considered to be indispensable as it helps 
them in competing with industry giants by saving huge amount of 
time. 


As per the October 2015 ultimate marketing automation usage 
statistics, nearly 49% companies were using marketing automation 
techniques and have finalized the providers. More than half of B2B 
(business to business) companies (55%) were in different stages of its 
adoption. 


Marketing automation has proved itself to be quite useful. 
Forrester Marketing Automation Technology Forecast predicted that 
the spending for marketing automation tools would reach $25.1 billion 
annually by 2023. Nearly 67% of market leaders have already been 
using marketing automation platforms (MAPs). Additionally, 21% are 
planning to include one within the next two years. 


Any good marketing automation strategy should be focused on 
users’ needs so that it helps them in moving through their sales funnel 
in an organic way. Data collected from interactions with the users 
across multiple channels, helps in delivering the right content at the 
right time for brands. By utilizing these data one can understand their 
consumers’ intentions better and their buying habits and successfully 
influence their decision making. 
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Marketing automation has become a popular 
buzzword in today’s technological business. 
Earlier, the market trend has been to perceive 
it as a tool for just sending an email. However, 
now it has become the most desirable marketing 
software solution that is widely being used by 
businesses spanning all segments. 


Here we would investigate the present 
marketing automation trends and try to find out 
qualities that a successful MAP must have. 


Despite having considerable potential and 
huge benefits, the majority of the marketing 
automation tools leave their users dissatisfied 
with their current features and logic that are 
typical to most of these tools. 


8.2. NEW AGE LEAD GENERATION 


Ideas of traditional MAP have been drastically 
altered by modern lead generation techniques. 


For example, capturing email address in 
marketing automation 1.0 was to ask the visitor 
to fill out a form on the company’s website by 
entering their email address. However, former 
VP of Growth at Segment, Guillaume Cabane 
showed us how to lead capture forms with a 
chatbot was much more effective in increasing 
revenue than the forms we used earlier (Figure 
8.1). 


Chatbot is a 
piece of software 
that conducts a 
conversation via 
auditory or textual 
methods. 
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Figure 8.1: This is the time of generating leads and 
that could be achieved if proper leads are captured at 
the right time with the right customer. 


Source: https://live.staticflickr.com/1640/23612 
809603_2aa25f521la_b.jpg 


Cabane used chatbots at Segment to 
increase conversions by nearly five times over 
forms and got almost twice conversations with 
qualified leads. With automation, chatbots use 
a collection of data sets using various tools. 
In Segment these sets are displayed in a chat 
window that is ideally shown to only 10% of the 
website visitors. 


This automation takes place across an 
interconnected set of tools, and none of them 
were in their traditional MAP. Therefore, it is 
not just the new tools that will mark the future of 
marketing, but entirely a set of new processes. 
Process of automation 1.0 was not capable of 
accomplishing this. We need an automation 2.0 
framework for the new age lead generation and 
a strong marketing domain. 
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8.2.1. Engagement in a 2.0 World 


In automation 1.0 email was the only engagement 
medium. In today’s world of consumers demand, 
however, they are consistently engaged across 
a wide range of channels and not just email. 
Consumer leads must be followed easily while 
engaging them via other external channels. 


In 2015, social media was pushed to the 
second place by messaging applications in total 
usage. We now see marketing thought leaders 
like Jay Baer use messaging applications for 
communicating with his audiences. Jay’s team 
has observed almost a ten-fold increase in open 
rates and a five-fold increase in click-through 
rates over traditional email marketing. They 
have executed these engagements outside their 
MAP and still have connected the data to the 
middle-layer of MAP applications. 


Best-in-class companies are now using 
internal communication tools such as Trello, 
Slack, and Chatter in addition to outbound 
engagement tools for maintaining consistency in 
handling key accounts and major opportunities. 
Holistic engagements can only happen with 
automating internal communications, and it 
also results in better outcomes in the present 2.0 
framework. 


Internal and external engagements can be 
enhanced with new middle-layer tools such as 
Tray.io and Zapier. David Dorman, Director 
of Growth and Demand Generation in Digital 
Ocean, says that these middle-layer tools “let 
us be proactive with our marketing in a way 
that we couldn’t before.” This whole bunch of 
middle- layer technology has now become the 
backbone of 2.0 systems. A massive set of tools 
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Lifecycle market- 
ing is the process 
of providing your 

audience the kinds 

communications 

and experiences 
they need, want, or 
like as they move 
from prospects to 
customers then, 
ideally, to advocates. 


can be effectively connected with the help of 
such technologies in a flexible and scalable way. 
Automation is the only way to ensure correct 
engagement at the correct time and on the 
correct channel. 


Middle-layer tools are not here to replace 
MAP but to extend the range of possibilities and 
increase the level of engagements in the future. 


8.3. PREDICTIONS FOR MARKET- 
ING AUTOMATION 


Marketing automation is a well-known and 
widely accepted concept, and many marketers 
have already been using it. To sum up, 
marketing automation can be defined as a group 
of technologies that enable organizations in 
reaching out to their buyers or customers easily 
on multiple channels and perform repetitive, 
time-consuming tasks automatically. 


It helps marketers in streamlining their 
demand generation, segmentation activities, 
nurturing, maintaining customer lifecycle 
marketing, cross-sell, and up-sell, retaining 
customers and marketing ROI measurement. In 
general, it makes their life easy and their efforts 
much more effective. 


8.3.1. Prediction 1: It Is About the Buyers 
and Their Journey 


The world is now dominated by buyers, and 
marketers have very little control over their 
journey. In order to be successful, marketers 
must interact with the buyers and analyze their 
behaviors to understand insights on maximizing 
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engagement and subsequent conversions. 
Actionable point: Marketers must implement a 
strategy for engagement marketing to build long- 
term, personalized relationships. The interaction 
between marketing and its buyers have been 
permanently altered by digital, social, and 
mobile technologies. Therefore, communication 
should be more relevant and meaningful for a 
better result. 


8.3.2. Prediction 2: Importance of Person- 
alization to Grow 


In order to maintain the leading role of marketing, 
marketers will have to keep up with their buyers’ 
expectations with more customized efforts, one- 
to-one, dynamic, and predictive personalization. 


Actionable point: Web visitors’ experience 
canbe personalized by understanding them better. 
This can be done by using the right technology 
in the form of a marketing automation tool that 
can probably listen and respond. Also, the cross- 
channel strategy should be in place. Providing a 
personalized experience is extremely important 
if you wish to “speak” to your customers instead 
of speaking at them. 


8.3.3. Prediction 3: Templates and Pre- 
Built Programs Not Going to Work Any- 
more 


Marketers must realize that complex, pre-built 
programs will not work anymore since both 
the buyers and their journeys are completely 
personal in nature. It has been predicted by 
Sirius Decisions that very soon data will be 
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used in creating just-in-time programs to engage 
with the customers. However, this feature is 
not currently being used by today’s marketing 
automation vendors. 


Actionable point: It may not be possible to 
discard templates completely and immediately, 
but marketers must look to use data for creating 
targeted programs. They must offer their buyers 
the right piece of content that is meant for 
them. The content for their website should have 
predictive recommendations, and such content 
should also be forwarded through emails. 
Marketo is one such MAPs that have already 
incorporated these capabilities in their system. 


8.3.4. Prediction 4: Challenges of Market- 
ing Clouds 


Instead of a single platform, organizations must 
create their own clouds of technology keeping 
marketing automation as the foundation. 


Actionable point: Data should be at the heart 
of building any technology stack, and it should 
guide the marketer for all their decision-making. 
Customer touch points are soon going to reach 
a billion marks per day. Without marketing 
automation as the strategic weapon, one cannot 
connect the dots and grow their business. 
Buyers can be engaged only by understanding 
and interpreting their behavior with the help 
of an enterprise-class platform for marketing 
automation. This platform should let them 
integrate with all other facets of their technology 
stack and help them in handling and interpreting 
their data. 
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8.3.5. Prediction 5: Impact of Predictive 
and Propensity Modeling 


Machine learning and data science are going 
to transform the process of targeting, sourcing, 
and scoring buyer by the marketers. Their 
teams should be therefore aligned to gather and 
analyze data received from multiple sources for 
modeling and weighting. 


Actionable point: Leveraging on predictive 
modeling, marketers can focus and identify 
accounts and opportunities having the highest 
probability to buy. Account scoring can be 
implemented for collecting insights and 
predictive signals on sales and marketing 
accounts. Marketo has account-based marketing 
(ABM) strategy as a core component that helps 
in improving the effectiveness of marketers’ 
programs. 


8.3.6. Prediction 6: Tactic Attribution in 
the Next Generation 


Marketing attribution modeling is developed 
with the help of agreed-upon definitions set 
by the sales and marketing departments for 
optimizing performance and program spent. 


Actionable points: Sales and marketing 
teams are now to be aligned for improving 
business performance. Additionally, definitions, 
programs, roles, and goals should also be aligned 
for determining program attribution, improving 
marketing ROI, increasing sales productivity 
and for driving top-line growth. There are 
several useful e-books like Jumpstart Revenue 
Growth with Sales and Marketing Alignment 
that would prove to be a useful starting point. 
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Machine learn- 
ing is an application 
of artificial intel- 
ligence (AT) that 
provides systems 
the ability to 
automatically learn 
and improve from 
experience without 
being explicitly 
programmed. 
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8.3.7. Prediction 7: Advanced Analytics 
Are Not Mandatory Any More 


Instead of simply observing day-to-day 
happenings, organizations should employ data 
scientists and data tools for determining why 
things have happened. 


Actionable point: A data scientist and a 
team comprising marketing operation staff 
may provide the much-needed support a 
marketer need. In the absence of these, they 
should measure and analyze important metrics 
to achieve success. For example, views, and 
downloads are two such easy metrics, but they 
may not reveal much. It is important to identify 
metrics that are helpful in earning revenue. 
Such metrics should be set as the standards for 
reporting. 

Marketing automation is still evolving, 
and this is the right time for the marketers to 
capitalize on emerging trends of the day to enjoy 
long-term growth and revenue. 


8.4. THE EXPONENTIALLY IN- 
CREASING TRENDS OF MARKET- 
ING 


There is wide range marketing automation 
software available in the market to help the 
marketers to solve their every problem. More 
than 6,000 marketing software applications can 
be used in different functions. It has been found 
in researches that a good and efficient marketing 
team may use nearly 14 different tools for their 
daily activities. Marketers are now grappling 
with bigger and perhaps more-complicated 
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challenges that can be partly solved with the 
help of software. The whole picture is therefore 
quite complicated. 


All we need is a marketing automation 
2.0 strategy that is holistic in nature and 
goes beyond choosing a software. Instead of 
showcasing their products’ interesting features, 
a marketer should invest in engaging with their 
prospective customers. For example, they need 
a messaging service that is not just prescriptive 
but participatory. More importantly, their 
marketing automation should connect their 
messages to their prospects through every 
channel that is relevant and in a way that is 
completely contextual. 


8.5. FUTURE OF MARKETING AU- 
TOMATION 


8.5.1. Communicating With the Most 
Promising Prospects 


With the increasing popularity of ABM, its tools 
and platforms are also receiving increasing 
attention. Platforms for implementing marketing 
strategy such as Terminus help in targeting the 
best-fit accounts for the marketers. 


Terminus, almost like Google, lets the 
marketers target specific people, or in some 
cases, specific companies. Even if they do not 
have a contact in their system, they can design 
advertising campaigns for people associated 
with their company, create awareness and 
develop connections that are meaningful. The 
visitors can be directed to the personalized 
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content like a special landing page and engage 
them before they reach their website. 


With the help of HubSpot’s integration one 
can now use Terminus for advertising to probable 
customers who have taken some specific actions 
or have engaged with their brands. 


8.5.2. Should We Rely on Forms? 


Forms on the websites are included to capture 
lead data that may be nurtured to start a 
conversation with prospects in the future and 
convert it into successful sales. Is it possible 
to talk to them earlier by fast-tracking this? 
There are conversational marketing platforms 
like Drift that does exactly this in helping the 
marketers. 


The application has bot functions that can be 
added to the website as a chat box. It will allow 
visitors in engaging with the brand easily and 
effectively; provide answers to the questions 
and will also self-qualify themselves. Drift has 
eliminated the requirements of traditional forms 
and moved businesses toward conversations, 
when the sales team can obtain necessary 
background information for starting more 
meaningful discussions. A platform like this 
helps in minimizing waste of time and focusing 
on the leads that are mature to buy. 


8.5.3. Respond to Prospects in Real Time 


When you visit a restaurant, how long does it 
take for a server to greet you and ask about your 
orders? In most of the cases it is less than five 
minutes. In marketing, same kind of service is 
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expected from the marketers, and therefore they 
should be ready with their responses. 


To achieve this, your website should have an 
integrated customer relationship management 
or CRM with it. With that you can see when, 
where, and how your prospects are engaging 
with your website and accordingly respond to 
them immediately. 


When a prospect or a customer reaches out to 
you, they should be attended immediately, even 
if the sales team is busy. The customer should 
get a response even if it is just to say that your 
team is reviewing their information and will get 
back to them ASAP. Harvard Business Review 
published a research that observed nearly 23% 
businesses failed to respond to leads on time. 
You cannot be one of them. 


If you do not want your hot prospects to 
wait for hours or even days to hear from your 
team, you should set up workflows to email so 
that whenever a desired action has taken place, 
which can be downloading a resource or filling 
out of a contact form, immediate response can 
be provided. Next will be to set up an internal 
notification system that will inform your sales 
team when a new lead is ready to chat. This will 
minimize the manual effort of the sales team to 
monitor users’ activities until they are ready to 
talk. They will have more time to focus on more 
effective support service. 


Chatbots are quite effective in weeding out 
mature buyers from those who may just need a 
question to be answered. 


Relationship 
management is a 
strategy in which 
an organization 
maintains an 
ongoing level of 
engagement with its 
audience. 
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Meeting is a 
gathering of two or 
more people that 
has been convened 
for the purpose of 
achieving a common 
goal through verbal 
interaction, such as 
sharing information 
or reaching 
agreement. 


8.5.4. Importance of Behavior-Based 
Workflows 


Though workflows are not a new concept, they 
are now being used for sending messages that 
can be made much more personalized with the 
help of behavior-based actions than the past. 

For example, let us assume that you have a 
business of office supply and have three main 
products, printers, conference phones and office 
furniture. You are not expected to sell printers 
the same way as you sell furniture and may not 
sell them to the same people. 


But you may sell complementary products, 
such as ink and paper to those who have bought 
printers from you. If you create lists, classify 
your buyers and then send them separate 
marketing messages, your job will be better 
managed and will bring more favorable results. 
This may also include changes in their lifecycle 
stage and interest on the basis of the forms they 
have filled out on your website and the products 
they have purchased. 


To make your life easy it is not necessary 
to design workflows that are extremely 
complicated. But it is definitely important to do 
your homework and identify what works best 
for you. 


8.5.5. Automating Social Media Outreach 


These days, a majority of the people engage in 
social media regularly. Marketers, therefore, 
should look for such platforms in order to 
exploit the huge opportunity it offers in meeting 
their buyers. 
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There are some existing tools such as 
Sprout Social, Hootsuite, and HubSpot that 
let you schedule, manage, and report on social 
media publishing. Auto-publishing content 
for LinkedIn, Facebook, and Twitter also 
becomes easy with the help of these platforms. 
Hootsuite was the first platform that allowed 
auto-publishing on Instagram only for business 
profiles. HubSpot is now working on offering 
similar integration. 


If you do not have a dedicated person to 
handle your social media activities reaching 
the right audience sometimes becomes difficult. 
Understanding the importance of social media, 
new technology is emerging to manage activities 
on it to help the marketers. 


Social Drift is one such social media 
automation platform that helps in growing social 
accounts. Filters can be set up to target your ideal 
audience, and then they can be followed, liked, 
commented, and unfollowed to organically 
grow your following. This ensures that you are 
reaching your most relevant audience with the 
most perfect and appropriate messages for them. 


8.6. MARKETING AUTOMATION 
IS NOT THE ONLY SOLUTION FOR 
ALL THE BUSINESSES 


Adoption of marketing automation often fails 
to bring desired results for a large number 
of companies because of complexity of the 
technologies involved; it’s numerous features, 
lack of usability and poor user experience. 
For the majority of users, functions of various 
marketing automation systems and differences 
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among them are not well understood. Poor 
integration of those tools with sales and 
marketing and the company’s other software is 
the second biggest challenge. For the success of 
the automation tools, it is extremely important 
to understand how they would function in 
your particular business environments and the 
settings that you need to specify for getting 
expected ROI, and marketing specialists vouch 
for these factors. 


“Technology integration complexity is the 
most challenging obstacle to success, 50% 
of companies indicate. The result is that only 
25% of companies have extensively integrated 
their disparate marketing technology systems. 
Nearly as many (22%) have not integrated 
their marketing technologies at all.” — Ascend2 
“Marketing Technology Strategy” (August, 
2015). 


In all the MAPs we may observe” hard- 
coded workflows” and “low-level approach 
to configuration.” The process of working 
with automation may become complicated 
and also may question its effective use. The 
job of marketing automation may look useless 
when the setting up of workflows correctly, 
optimizing them and making appropriate use 
of them seem to be huge tasks. Changing some 
logic on the website and handling the changes 
in the workflow caused due to the change may 
seem to be a hard job too. 


Despite all these bottlenecks and limitations, 
marketing technologies are still evolving, as any 
other technologies. Here we would imagine and 
discuss a perfect future for one specific marketing 
automation tool. Working of the software that is 
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easy to use, its features, developing a workflow 
that may be fragile yet supporting a platform that 
is scalable, exceptionally fast and responsive 
may not be easy. 


8.6.1. Right Features, Promising Future 


MAPs must provide scalability, incredibly 
fast system and a responsive database and 
workflow along with providing automated 
solutions to replace high-touch and repetitive 
manual processes. It must have useful features 
like modeling, segmentation, forecasting, 
and optimization to provide much-needed 
productivity. 


e Modeling: It effectively shows 
how attraction, retention, and 
communication with the customer are 
to be implemented. 

e Segmentation: It helps in grouping 
existing customers and unknown 
or new prospects on the basis of 
specific data attributes and behavioral 
patterns. 


e Forecasting: It tells us the likelihood 
of customers to take certain actions or 
show behaviors in both the immediate 
and long term. 


° Optimization: It ensures that 
customers are connected with 
contextual and appropriate offers as 
the marketer engages with them over 
time. 

Along with all these features, there is a 

factor of usability that ensures the success of 
a marketing automation process. This involves 


Forecasting is the 
process of making 
predictions of the 
future based on past 
and present data and 
most commonly by 
analysis of trends. 
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customization of the platform by the marketers 
and their efforts on personalization on prospects 
and leads generation. Let us now explore the 
importance of these factors. 


e Customization: It is possible with an 
open application program interface or 
API that helps marketers in building 
a custom and focused software that 
would support their specific business 
intelligence needs. The software 
should perfectly integrate with the 
corporate systems and also with 
their existing sales processes and 
efforts as needed by the company. 
Customization can be taken care of 
either by in-house staff or third-party 
development team making the product 
fully tailored to the company’s needs. 


Successful customization can only happen 
with the right combination of marketing, sales, 
and technology. 


Another important thing to consider would 
be to consider the affordability of the marketing 
automation solution. It should not only be 
available for bigger companies. One needs not 
to spend a fortune on marketing software, but 
use that software to make a fortune. Automation 
improvements should help the company in its 
growth. 


Common point in personalization and 
customization matters. It is prediction, the 
ability to predict and being predictive. 


With the increasing acceptance of 
automation, engineers will come up with even 
smarter algorithms having more intelligent 
learning capabilities. Prediction capabilities will 
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still evolve and will be perfected with predicting 
more accurate customer behavior. All these will 
help the marketers in strengthening engagement 
and in identifying more desirable customers. 


Likewise, the prediction of marketing 
automation businesses in analyzing the current 
leads and their buying potential will also evolve 
with better results at every customer touch point 
due to personally set triggers. 


Predictive analytics will reimagine 
marketing automation completely for submitted 
online forms, contact scoring and drip marketing 
campaigns. 


Huge amount of data is now available from 
a wide range of digital channels. With the help 
of these data a marketing platform can measure 
its own data in real time and also optimize 
its functions to outpace any competitors. 
Marketing automation technology is much 
more than standalone process automation: it 
is now synonymous with automated (or nearly 
automated) self-improvement. 


Our verdict is that marketing automation is 
here to stay and continue to evolve. The perfect 
future that we have described can be achieved 
sooner than expected. Machine learning and 
other powerful technologies like big-data— 
enabled predictive analytics are there to help 
marketers in increasing their efficiency. Human 
relationships, however will remain at the core of 
marketing, and no automation will ever bridge 
the gap between marketers and their clients 
unless they delight them in a humanly way 
through their marketing campaigns. 
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Experimenta- 

tion is the step in 
the scientific method 
that helps people 
decide between two 
or more competing 
explanations—or 
hypotheses. 


8.7. TRENDS DEFINING THE FU- 
TURE OF MARKETING AUTOMA- 
TION 


Marketing automation and subsequently its 
evolution have had a profound impact on both 
the marketers and their buyers. From the initial 
days of “spray-and-pray” email marketing and 
extremely complicated database marketing, 
we have reached the age where technology 
and human expertise have elevated marketing 
automation as a practice for the marketers. 
Now we have technology for analyzing our 
buyers’ digital body language and accordingly 
personalize our campaigns to engage them and 
invite them on more than one channel. 


Our focus on improvement will shape the 
process of evolution for marketing automation. 
More and more the industry will try to anticipate 
buyers’ need and find out ways to serve them. 


8.7.1. Why Experimentation and Testing 
Are Necessary? 


The cost for “trial-and-error” experiments in 
traditional marketing was significantly high, and 
human inefficiency was not tolerated. However, 
with the proliferation of digital technologies 
and the availability of specialized testing tools 
marketers can now make micro-investments in 
comparatively newer channels and apply tactics 
for rapid optimization and subsequent course- 
correction. 


Experimentation will have great impact 
on the marketing automation industry as 
marketers will try to test and learn their system 
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more rigorously to surpass their competition, 
and connect with buyers who are busy and 
distracted. The fearless culture of innovation has 
to be supported in order to achieve sustainable 
results. An iterative approach would also be 
needed to formulate strategy and tactics. 


Steve Lucas during his 2018-interview with 
Venture Beat said, “[The Future] belongs to 
those who embrace change, act boldly on their 
convictions, and understand that the willingness 
to take risks is what drives innovation.” 


These questions pertain to marketing 
automation need to be considered: 


e Is marketing automation being used 
to deliver better user experiences for 
the customers and prospects? 


e Are we investing enough in 
experimentation and in trying out 
new approaches? 


e Is technology being intelligently 
used to automate processes and free 
up the time of our marketers so that 
they invest more strategically and 
holistically? 


8.7.2. A Shift toward True Omni-Channel 


Presently, many marketers excel in mainstay 
digital channels such as email and social media. 
But, they often fail to look at the channels 
holistically for building relationships with 
their customers that will give them return in 
the future. Instead of integrated marketing, 
they should now concentrate on omnichannel 
marketing in the future, as more users now 
prefer their personalized communication mix. 
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Technological evolution will inevitably lead to 
incorporation and invigoration on marketers’ 
move in leveraging these channels. 


As per Helen Abramova, Marketing 
Automation Leader at Verizon Business, 
“Marketing automation is vital to omnichannel 
marketing., Generally speaking, marketing 
automation is all about connecting dots, creating 
acomplete picture, planning, and executing upon 
your strategy. Of course, there are some gaps, as 
not all channels are easily tracked digitally, but 
that makes it even more important to collect and 
process all possible touch points.” 


8.7.3. Revival of “Permission Marketing” 


Twenty years have elapsed since the publication 
of Seth Godin’s book, Permission Marketing. 
It still remains relevant. New data privacy 
rules and regulations have been imposed, and 
governments and consumers alike are demanding 
that companies take personal information more 
seriously and treat it more respectfully. 


New data acquisition and anti-spam laws 
have been introduced to earn trust of the 
users. For that, marketers must demonstrate 
authenticity and transparency and provide value. 


Helen Abramova is also of the opinion, 
“Being ‘anticipated, personal, and relevant’ is 
not optional. It’s easier to load a list and send 
them an email — but it’s so much more important 
to find the right people, create the right message 
and deliver it at the right time.” 


Present business buyers are much more 
curious, informed, and aspirational. Therefore, 
marketing automation of the future should also 
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evolve in supporting that and let the buyers 
know what is helpful, what is interesting and 
what can be done for achieving greater success 
in their business. 


8.7.4. New Methods to Deliver Content 


Marketers are continuously looking for new 
and innovative channels for communicating 
with their buyers as the go-to channels become 
more saturated. This has also led in developing 
communication style matching the medium. For 
example, shorter content for busy consumers 
and more in-depth content for their undivided 
attention is developed as needed. 


Proliferation of video content is the 
growing trend which is supported by advanced 
technology, better devices and more reliable 
internet connection. Buyers now want faster 
and more visual explanations while seeking 
information, and marketers must cater to their 
needs by developing content for this new 
medium. 


As per a marketing leader representing 
an enterprise video platform, “Video content 
isn’t new, but the way in which marketers use 
video to connect to their audience is shifting. 
Information that is typically consumed via 
written guides (think tutorials, articles, updates) 
can be now being delivered in a quick, digestible 
video those users can consume right on their 
mobile devices.” 


With the evolution of video marketing, 
new marketing mindsets and ideas of 
experimentation are explored in order to bring 
growth of marketing automation technology and 
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Video Marketing is 

a method where 

any information 

can be learned and 
understood very easily 
in least possible time 
with the helps of 
videos. 


related talent. The aim of these improvements is 
to create a better overall experience for both the 
buyers and businesses. 


8.7.5. Smarter Marketing Automation 
with Artificial Intelligence (AI) 


AI is one of the most significant technology 
trends of 2018, and it has found many 
applications that would facilitate marketing 
automation processes. Nearly 33% of the 
marketing organizations have plans of investing 
in AI within next one year. The decisions are 
not based on mere hype around the technology. 
It is expected that AI will impact the process 
of qualifying prospects in a great way and 
will facilitate developing a relevant customer 
experience. 


Alis going to be a game changer in marketing 
by making communication with buyers more 
engaging and personalized. Beyond guessing 
game AJ-powered personalization would help 
in deciding the time of communication with the 
recipients and the most appropriate channels 
suitable for them. The system will be able to 
suggest the most preferred communication 
channels of the marketers’ recipients and help 
them surpass standardized marketing messages 
by adding fully customized communication. 


8.7.6. Predictive Analytics to Stay Ahead 


In the Insights section of current State of 
Salesforce report, it has been stated that 43% of 
the B2B companies have invested in predictive 
analytics. Just like AI, it uses available data to 
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introduce logic in a marketing strategy. 


With the help of machine learning and big 
data, predictive analytics calculate a specific 
outcome on the basis of the historical actions 
of the customers and past data. Important 
conclusions can be drawn by the marketers and 
stay one step ahead of their competitors. 


The process of marketing automation is thus 
helped with predictive customer behavior and 
their reactions under specific circumstances and 
certain action, and efforts can be accordingly 
adjusted. Predictive analytics also help in lead 
scoring. Machine learning and probabilistic 
calculations let you predict which of the leads 
will have more chances of maturing into 
real customers and in identifying your best- 
performing channels. 
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REVIEW QUESTIONS 


I, 


SOF ONAN: Gy ee et 


In detail, describe the future aspects of marketing automa- 
tion. 

What is the prime function of marketing automation? 
Define lead generation. 

Explain ‘Marketing Automation Platform.’ 

Illustrate various predictions for marketing automation. 
What is the impact of predictive modeling? 

Briefly describe the trends of marketing. 

What is the importance of behavior-based workflows? 
Why marketing automation is not the only solution for all 
the businesses? 


10. What do you mean by Revival of “Permission Marketing”? 
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Marketing Automation 


Marketing is a premium subject of focus in the modern times, more so in the world where the consumers are 
heavily influenced by the way they are introduced the products or the services. The marketing of a commodity 
takes place through several channels and ways, so that it can reach the consumers’ circles in very diverse ways. 
The customers today, do not need to be shown the content that is not worth their time. The useless content gets 
ignored easily by the customers and is of no use to the company as well. The marketers, here, use the concept of 
marketing automation and try to optimize the marketing campaigns for the commodity in question or focus. This 
book talks about the concept of marketing automation, its implementation and the other aspects that may relate 
to the subject. It opens to the readers by introducing the topic of marketing automation to them. It explains the 
different characteristics of modern marketing techniques and also explains the automated marketing platforms to 
the readers. The enlists the various steps that are involved in developing the automated marketing platforms to the 
readers. 

The book will inform the readers about the various tools that are used in the automated marketing on digital 
platforms. It enlists the modern tools that may be employed by the marketers to take their marketing to the best 
levels. It also proposes the tools that may be used by the small businesses to market themselves. It also talks about 
the processes to generate leads and nurture them to focus on commodities. 

The strategies hold a great significance in the field of marketing. The book focuses on the strategies that need to be 
made to automate the marketing process to bring maximum benefits to the company. It talks about the steps that 
need to be followed in the process of crawling. 

It also talks about the strategies that need to be employed to choose the right marketing software for automation. 
The book even discusses the ways in which the marketing campaign needs to start to provide best benefits. 

The book also points towards the significance of content in the marketing of a commodity. It shows the advantages 
that may be had by authoring the content in a proper way and the ways in which the content may use to automate 
the marketing process. The book also emphasizes the importance of marketing automation in business develop- 
ment. 

It talks about the factors that may benefit a business in the long run. The book enlists various things that are accom- 
plished through marketing automation and the importance of customer relationship management (CRM) in the 
business development of a company. 

The book describes the various reasons that point towards the adoption of marketing automation. It discusses the 
impacts of marketing automation on the B2B kind of marketing. The readers are even more informed about the 
ways marketing automation may impact a business. The book also enlists ways, in which the positive impacts of 
marketing automation maybe boosted to reap the benefits from the efforts, 

The book goes on to inform the readers about the main challenges that lie in the field of marketing automation. It 
discusses about the usage of automated marketing as a normal email marketing kind of technique and its 
drawbacks. It also throws light on the importance of content in automated marketing and the challenges its 
shortage may pose. The book enlists ways in which the main challenges may be overcome to have effective 
marketing for the commodities. 

The book discusses the prospects of marketing automation in the future and the increased amount of complexity 
that creeps into the automated marketing. It lays down various predictions related to marketing automation. The 
book also discusses the various trends that will shape up the future of marketing automation around the globe. 
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